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E FATHER... LIKE SON?... 

M 

I the Land of Milk andJConey? 

on your life! In the past 30 years, the 
1)Consin "Hayseed" has made way for the 
3l-educated, well-heeled, well-dressed busi- 
js man whose profession is farming. 

Istorybook stuff, this market of ours! . . . 
cres of small cities and thousands of big 
ijiy farms -400,000 TV families. 
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Drew plans tv 
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GREEN BAY 



THIS IS ALBUQUERQUE 




Ten years ago. Albuquerque. New Mexico, was not And these jieople also know that KOB-TV domi- 
included among the nation's top 100 cities nates the exjiloding Albuquerque market — in ratings 
in population. and in homes delivered. It's your best buy in 

Now. the 1960 Census shows that Albu(iiierque has atomic Albucjuercjue. 
inore than doubled in population in the last 10 years 
and ranks as the nation's GOth largest city! 
Tliese figures confirm what many people liave real- 
ized for some time: that fast-growing Albu(]uerque 
is a major market ... a billion-dollar jnarket no 
advertiser can afford to ignore. 



KOB-TV 

NBC Affiliate PS"! 
Albuquerque, N.M. ||h.J 



In Buffalo and Western New York for product 




closely identified with the market 



A minor point, perhaps, but even WBEN-TV station ID's picture the 
Buffalo-Western New York market. 

Never-ending is the WBEN-TV effort to be the station most closely iden- 
tified with the likes and the loyalties of this important area. Since 1948, 
when Ch. 4 pioneered television on the Niagara Frontier, good public serv- 
ice programming and quality local programming were the standards set 
and followed to build loyal audiences. 

Today, to best identify your product with the shopping habits of the more 
than 2,000,000 people in this metropolitan market, use the station they 
watch most often. Make your TV dollars count for more — on Ch. 4, the 
station identified with top coverage, penetration and sales in Western 
New York. 



National Representatives : 

Harrington, Righter and Parsons ^ ^ 

WBEN-TV 

-r-i- r, ^ ■ r- i. . ^- CBS iR BuHalo 

The Buffalo Evening News Station 
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ORLANDO 

....Florida's FASTEST 
GROmNG Market! 

in the past decade, Orlando's 
Metropolitan Area population 
zoomed 124.5% to 318,487. 
Orlando's area growth rate 
ranks 3rd in the entire nation. 

• 

CENTRAL 




CinKiral 



ISP 

FLORIDAv 

....WDBO'S MARKET 
of a MILLION I 

In fact, more than a million 
people live in the Central 
Florida marketing area served 
by WDBO-TVand WDBO Radio. 



to reach the 
heartland of Florida, 
use the DOMIN ANT 
CHERRY BROADCASTING 
COMPANY'S 

WDBO TV 

CHANNEL 6 • 100,000 WATTS 
CBS Television Network 

WDBO 

5B0 Kc - 5000 WATTS 
CBS Radio Nolwork 

Represented by Blair 



i 
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Public not squeamish about accidents on tv 

35 ?lation finds that while liewcrs are horrified by unedited car crash 
him, they approve of it. Morbidity, in this case, they say, has a purpose 

Radio digs out dog owners 

36 Kasco considers radio's coverage, economical frei]uency ideal to reach 
the diffuse dog families; gets hefty merchandising support in campaign 

How Coty's Drew sets tv marketing 
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heavy on ingenuity. Adult-level tv and radio spots parody Open End 

INA's radio p.r. pays off 
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The latest figures show. . . 

Western Washington viewers watch KOMO-TV more than any 
other station ! 

Throughout the past year in prime time, 6:00 to 10:00 PM, 
KOMO-TV has averaged 32% more audience per average 
quarter hour than the second station; 147% more than the 
third station. 

AND has consistently had 4 times as many programs in the 
top 20 as all other stations combined! 



KOMO-TV CHANNEL 4 

SEATTLE. WASHINGTON 




^^^^Source^R^Octobe^^S^h^ugf^ove^ 
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There IS nothing harder to stop than a trend. 



Particularly, a trend like the one we have in mind: 
ABC's move to the top in network television viewing. 
For, this trend, as the ehart-minded will note on the 
right, started trending back in 1953, gained momen- 
tum caeh sueeessive year and, signifleantly, scored 
its sharpest advance in I960. 

Note also that this activity has been charted, Nielsen- 
wise, in the eountry's largest conipcririve television 
arenas. In preeisely those key market plaees where 
a// 3 networks put their best show business foot for- 
ward for the ehoiee of the Viewers. And where the 
Viewers (also known as Dial Twisters) by their 



ehoiee separate the best from the rest. 
Note, most importantly, that this trend is here to 
stay. It is the inevitable result of an irresistible pro 
gramming foree. Namely, ircnd-making — not trend- 
following. Namely, a eonsistent reeord of eomine 
up with the newest twist for the Dial Twisters. 
As in westerns: Maverick. As in private eyes: Ti 
Siinsel Strip. As in law and disorder: Tlje Untouch 
ah/es. As in comedies, this new season: The Flint 
stones. As in publie serviee programs, with the mos 
ambitious visual history projeet ever: IVinstoi 
Churchill: The Valiant Years. 



if 




The explosive action of this audience trend is trig- 
gering, as it must, an equally dynamic sponsor reac- 
tion. ABC-TV billings zoomed another 30'7 in 1960 
— far outstripping the industry's growth rate. 
In view, then, of the trend's known direction and 
velocity, wouldn't 1961 be the year to go with it . . . 
and make ABC your first choice? 

Watch ABC -TV in '61... 
more and more people will 

ourpp: Nielson 2-1 M»rket TV report w«k ending Oecembpr 4. I960, vs. multl-nelwork Tf% reports for s1m1l»r perlodi prevloiui yenni A:30-ll PM Sun.. 7:30-11 PM Mon -.-Ut. 





First-place 

in 3W quarter hours 
...out of a possible 360 
(6 a.m.— midnite, 
Monday thru Friday). 

Share of audience 

— mornings, 20; 
afternoons, 19; 

evenings, 23. 

According to the July, 1960, 
Phoenix metropolitan Pulse 
...the hottest buy 
in the Valley of the Sun... 

phoenix 

m call robert e. eastman & co., inc. 
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NEWSMAKER 
of the week 



There's a iieiv wind blowing in the. field of station representa- 
tion icith the acquisition of Ileadley-Reed by The Boiling Co. 
The $500,000-phts package pnrchase, effective I February, 
pnts Boiling in the top rep ranks in terms of size and billing, 
and points to neiv inorenient in a broadcast area ichich has 
tended to be settled, staid, disinclined to "make ivaves." 

The newsmaker: George W. Boiling, founder and presi- 
dent of The Boiling Co., is slill making news after 36 years in tiie 
broadcast business. And, unlike some of iiis representative eol- 
leagues, lie's expanding and moving upward with new plans rather 
than holding to a profitable status quo. 

Final aequisitioii plans have not been made, but it looks as if 
station lists of i>oth Boiling and Headley-Reed will be winnowed 
do^^•ll to give more emphasis to 
major-market areas. Boiling now 
represents some dozen tv stations, 
about 30 radio, and the number of 
faeilities is expected to be between 
10 and .SO stations evenly divided 
between tv and radio. 

i'ersonnel discussions are still 
being conducted, but at this point 
the new management team lias de- 
cided to make use of three top 
executi\es from lleadley-Ueed. 

They are former Ileadley-Reed George IT . llolling 

president John Wrath, who will be Midwest v.p.: Jack Hardingliam, 
iXevv York v.p.; and Robert Sclimid, new executive v.p. 

The Rolling move follows a general business pattern of mergers 
and a: quisilions which "make big companies bigger" in their com- 
petitive stress to give expanded and better service, explains Mr. 
Rolling, adding that "You must move with the times or retrogress." 
He sees this exjiausion as "fulfdling two major funelion>: increasing 
sales by bringing in more and experienced sales power and enhanc- 
ing services" now being pro^•ide(l. 

George Rolling ha> been a broadcast pro since 192.S, when be be- 
came Chicago's first commercial spot radio ^alcMnnii in a stint at 
KYW and for other Wcstingiiousc stations, covering a territory 
which sjianned the West from Ohio to California. initial rep- 

resentation exi)erieiice was gained with the John Blair Co.. for which 
he was Detroit manager and then vice ])re!>ideiit (and second largest 
!.tockIioI(Ier) in New \ ork. Just II years ago to the ac.juisition 
dale 1 February — he organized lii'^ own companj. 

Mr. Rolling spends much of liis time traveling beluceii branch 
..(rices. 13 in all. lie's a graduate of the V. S. Naval Academy and, 
in olT hours, likes to golf, bunt, fisli and viu>o pure-bred Ilolstcins 
on a farm in Michigan. ^ 
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by Joe C.sida 




stations sticking their necks out, too! 

In my eiitlui!<i:isiii in the past sf\eral eolumiis 
o\ er the apparent increase in fearlessness and so- 
cial eonseiousiiess on the part of sponsors and 
their advertising agencies in hankrollinj; contro- 
versial and/or unpleasant, disturbing programs 
I have overlooked the simple fart that tlie net- 
works and stations carrying these shows deserve 
as much applanse as the underwriter of them. 
In some eases, more. So 1 hasten herewith to correct that oversight. 

Of course the networks, both tv aiul radio, deserve a full measure 
of kudos when they run, sustaining or sponsored, important pro- 
grams whieh are almost certain to antagonize a segment of the poj)- 
ulation. And all the wehs have run shows of this type for many. 
man\ years, with, in my judgment, completely inadequate credit on 
the part of most of the critics. Yet one expects the networks to take 
unto themselves a goodly share of this kind of social responsibility. 
It always impresses me even more when local stations boldly, and 
with a seeming disregard for the eommereial consequences, speak 
out on the air for a cause which needs a voice, but is likely to be 
unpopular in the community. 

This one i>[iiii<:«mI right in 

Here, too, as in the case of the advertisers, themselves, and in the 
case of the networks, this tvjjc of daring on the part of local stations 
is on the increase. 

Vou will surely recall that one of the most dramatic and violent 
recent episodes in the area of controversial and dynamite-laden situ- 
ations was that which found A'ew Orleans faced with the ncccssitv to 
integrate in the public schools. As a matter of fact, if you are a 
reasonably steady Backstage customer, you may even recall that I 
did a piece on the boldness of Ivev ion, demonstrated by their spon- 
sorship of a very thoroughly integrated Harry Belafonte show, bank- 
rolled at the very real risk of losing a large number of attractive, 
young white mothers in \ew Orleans as Rev Ion patrons. 

Well, perhaps Revlon s willingness to tilt with the wiiidniills is as 
nothing compared to the courageous stance taken by station Vi'W'L- 
TV, channel I, in A'ew Orleans itself. When the school integration 
crisis started in their town. Larry Carino, who run;- the station, and 
his news director Hill Reed felt that regardlos of how ugl) a por- 
trait was develo])ed. it was their duty to present the picture of \ew 
Orleans reaction to the effort to integrate in the schools. ?o their 
cameras caught, and their tratisniittcrs flashed to the eonnnunity, the 
nauseating jiieture of some of their young matrons kicking and curs- 
ing white people and Negroes alike for attempting to meet the fed- 
eral legal requirement to integrate in the schools. 

After a week of the most candid pictorial presentation of the un- 

(Please turn to page II) 
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NEGRO 

Cammunily 
Progromming 




SPANISH 
PUERTO RICAN 

Programming 




af Whirl-Wind 
sales action 



WWRL 

NEW YORK DE 5-1600 

* 1 0:00AM-5:30PM * * 5:30PM- 1 0:00AM 



WTRF-TV 



STORY 
BOARD 




^p>. -..at Awards Announced! 
lEALOUS MAN AWARD goes 
to the man whio shot his 
sweetheart when she told him 
she ate her breakfast with 
pusto. 

Wheeling wtr(-lv 

COMMUNITY CHEST SLOCAN AWARD goes 
to the ori^ nator of "We're putt ng a 1 our 
beg? in one ask tt " 

wtrf-lv Wheeling 

BEST NAMED DRINKS AWARD to Three Cay- 
nors Bottleneck" Bridgeport. Ohio for the 
David & Co ath. one small one and you're 
St- ned and the A ca'raz. bg shot on-the- 
r- ks'. 

Wheeling wtr(-tv 

MOST DOf.'ESTIC STORY AWARD f i to the 
hotscwife in Tibet Sme I ng some burn- 
ini? she rushed -nto the k.tchen cry ng, "Oh 
my baking yak !" 

wtrf-tv Wheeling 

MERCHANDISING AWARD to wtrf.'v's Kirk 
Jackson for g v rg alert advert sors the chan- 
ne 7 come II po nt sales booster merchan- 
d s rg plan. 

Wheeling wtrf-tv 

UN QUE C FT AWARD goes to ne maker of 
a rnjs 3l garbage can I ft the I d and 

t p ays 'Nobody Knows the R ^b e I ve 
Seen " 

wtrf-lv Wheeling 

BEST F CURE AWARD goes to the 7 ^'X> retail 
outle's in the Wheel ng f.'arket f r r rg ng up 
$1,725,266,000 in sales annual y That's some 
figure! Ask George P. Hoi r^gbery to te I you 
how wtrf-tv stacks up around here 



CHANNEL NR WHEELING. 
SEVEN CT WEST VIRGINIA 



1 



•J 



V, HIV you recognise we ^^^^j, 
Probably y°°g-j^iovshiP hall 



1 . 



1^ °' none . 

showers No, 
""''"'""-S -oJer" 



,'-?'i'D'.st..nceC,/( 
^ ''rti> t„ Rev 



^1 



Bnclo3<»8 



Requests like this are not unusual 
in the KWTV Weather Department. 

Okliiliomiiiis ill nil wiilks . . . pilots, fiiniiors and raiicluM Imsiiies!;- 
nioii. hiiililiiig coiilriiclors. sporlnieii ami wasli-liiir worriers . . . look 
l()K\\T\Mor reliable weather faels. 

In addilion to inter])reliiii; and re])<)rlini; Oklahoma s nni\ersal coii- 
\ ersati()n-])ie('e . . . weather . . . K\\ 'FX "s Chief Mete()r()h);;ist Al 
W Orth is in constant demand as a ei\ie ^]»eaker. Here is reflected 
the \ital importance of weather in Oklahoma, and the ])0])nlarity 
of KVi 'r\'\> 6 daily weathereasts. 

Oklahoma's Weather Eye- 

KWTV® 



KI)(;A1{ T. lti:i.l-, Crncml Manii.Krr JACK D.-l.lKlJ, Sales Mamifipr 
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Sponsor backstage {Conliiiiicd from /m^jc 9 1 



radix (' farls, Cariiio and Heed derided it wa^^ii'l ciioiijili. '1 licv 
(icoided thai ulial llie cil\ needed was a draniatir and lioiiesl dur- 
uiiieiilaiy to sliow exactly wliat happened to ii town whiidi went in 
tiie undeniocralic, fanatical direction, uliirli some olheiwijie perfect- 
l\ res])eetal>le citizens of New Orleans seemed to he inclined to j;o. 

So the)' sent a reporter and a leiisnian into tlie land of Kaiiluis. 
more connnonh known as Little Hock, yVrkansas. I'lie reportei was 
a gentleman named Hud Dancy, a native of Little Mock. Dane) ini- 
ter\iew("(l segregationists and integrationists in his home town. Fie 
talked with the scho(d hoard su])erintendent and the principal of 
Central High School, where you'll recall so uiurh of the sickening 
resistance to integration in Little Rock took ]jlace. FJut most dra- 
matic and impressive of all. lie talked to the people of Little Hock, 
the man and the woman on the street. 

Danc\'s stor\- on fdm had a simple, casy-to-iinderstand moral. 
Called Crisis in Our Time it showed that Little Rock's faiialic. prej- 
udiced. \ ioleiit resistance to the laws of the land in the matter of 
integration in the school had accomplished several things: 

(1) Fettle Rock had sufTered a serious loss in |)opulalion. and a 
loss of the t)pe of citizen a town can ill afford to lose: 

1 2 1 Little Rock had sulTered an cs m more meaningful loss in 
industry and in payrolls: 

(3) Little Rock liafi sulTered one of the most severe let-downs in 
general hiisincss and prosperity since the worst davs of the Depres- 
sion: 

I \) Integration in Little Rock's schools was an accomplished fact, 
in spite of the efforts of its more prejudiced citizens to forestall it 
via \\a\enre. The message came over the New Orleans television 
h(nne screen clear and sharp: Vou cannot fight integration with moh 
rule! 

A FiiiiuFsoiiio payoff 

The show commanded immediate and vociferous attention. With- 
in li) hours after it had been run more than dOO phone calls were 
received hy WWF^. Some, of eonrse. were from segregationists who 
threatened to boycott, if not blow u]) the station. Hnt the great ma- 
jority were from New Orleans citizens praising the show. 

Perhaps the greatest [iraise came from the etlitor of the Xew Or- 
leans Tiiiies-Picayiiiie, which with its evening counterpart, the Stairs- 
Item, has a nionopolv on the newspaper business in the town. The 
T-P. and the S-I are normally bitter competitors of the local broad- 
casters. But after Crisis in Our Time, the T P ("ditor carried a ])iece 
ra\ing about the effectiveness of the show and asking that it be re- 
peated. 

Within a few davs after the show ran. a group of prominent busi- 
nessmen and other citizens in the town paid for an ad in the Times- 
Picayune pleading for an end to the anti-integration demonstrations 
and for support of the Xew Orleans School i5oard and the law of 
the land. 

WWIj did re])eat the shovv, and on the day of the rerun, the 
Times-Picayune carried a two-colnmn box on page one. announcins; 
that the show would be carried again. This certainly is a prime 
example of the iiicreasinglv brave, socially aware altitude of our 
broadcasters as well as our advertisers and agencies. .Mav it continue 
through a happv . ev er more enlightened 1961. ^ 



I 
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Al Vorth 

Oklahona City, Oklahona 
Do.ir Al; 

Thank you very nuch for your accirate 
weather predictions during; our Junior hl*;h 
caT? at Taxona the voak of July 18-23. 

I VQS In Cklaho.'^ City Friday of List 
woGk and carie by the station to set you, but 
you had Just entered a staff coafere.icfl. 

The next tine you look at the caryjra, 
kncTj that an ardent fan Is watching you 
frosi Chandler. 

Sincerely yours, 
Rev. Harold Sr\llh 

IC.'S/vna 



\\ cylhcr roii.icious Oklahoma \icVN(T< 
li:i\c coiiif Ki (li'pcnd on llic ;iiTiirni > 
of KW'lV's coiiiplilely (•([uippcd 
VM'allicr .-lalioii, and llic itilcriirc- 
li\c lalciiN of K\\"1'V"> |)rofc»ional 
iiirh-orolojiisl.s Al \\ orlli and Hay 
liookcr. Tlie.-c lv\o cvpt'ricni cd vscalli- 
(•rca^n■r.'^ draw llicir iiifuriiialioii from: 

0KVrT\'"^ own on-ranicra radar 
in>lnllalion. 

^.A farviniili' vst-allicr map niacliiiif. 

^ A lian«T\ of lIi!:ll-^^>(•l■(l vvcallicr 
lidi'lv pc-. 

0An on-canitTa BriidK I'rirz in-lrii- 
niciil panel vvliicli anlornalically 
rcpislcrs onl>i(li' v><'alliir condi- 
tions. 



hit Pi 's nn)(h'rii lui'tvoroUipical 
ctjnijmiciit. pins the intrrprrtirc 
skills of /«■() i>ri)f('ssit)ual rrietnyr- 
nlngists mak-f Kll'Tl' "Okla- 
lnni\(i's U'eatln'r E\f." 



t^r/Tc^frttfit hy 



Thi- (in^inal Station Hrprf.'-rntiirne 



II 



1 




WOR-TV liiis aciiiiired ;i tole\ i.-ion oxliihitioii 
license from Se\ eii Arts AsM)ci;i ted Corj). for 
Wiiriier's "Filiiis of the Fifties""- forty of llolly- 
wood s finest feature motion |)ietnres: all po>t- 
1950, twenty-six in color! 

The purchase was made at an all-time high price 
of more than one million dollars. 

WOR-TV, the nation's #1 movie station, has 
added these outstanding films in keeping w ith its 
continuing policy of programming the best in 
motion pictures! 

To millions of New York TV viewers this historic 
acquisition represents a new high in motion 
picture entertainment. To advertisers, it rejire- 
sents a new peak in (juality. audience-building 
programming. 



iAn WKO General Station 

)w(K'd ami <)|)rralf(l by 

\K,0 Gt-nrral. Inr, 

\ Subsidinrv o( 

III." (,. i..Tul l ir." A Kiihber Co. 






SEVEN ARTS 




ASSOCIATED 




CORP. 



Here are just a few of the great "Films of the Fifties' 

I 





JOHN WAYNE KUtK DOI CLAS 

TIIK men AM) THE \nCIITY— 10.-,l [N COLOR THE BIG TREES— 1952 i.v color 




mm i g iPiML T 



4i 



DORIS DAY 

TEA FOR TWO— 1950 i,n color 



JIMJIY DEA.N 

REBEL WITHOUT A CAUSE— 1953 





ALFRED HITCHCOCK'S 
STRANGERS ON A TRAIN— I95I 



lil RT LANCASTER 

THE CRIMSON PIRATE— 1952 in color 




GARY COOPER 

SPRINGFIELD RIFLE— 1952 in color 



JtOV GARLAND 

A STAR IS BORN— 1955 i.> color 
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want "to get 
that budget 
off your 
back?. . . , 




just call 
SAN ANTONIO'S 




ABC Television in Son Antonio . . . 
the Greatest Undupiicoted Live 
Coverage in South TexasI 

Represented by 
THE KATZ AGENCY 



Timebuyers 
L ^ at work 

Peter R. Scott of Foole, Cone & Belding, New York, feels thai of 
the "countless ia(h"o/tv jiiesentalions nietlia jieople attend, the most 
useful have been those offering a coneise market picture. Too often 
we are inundated li) station men explaining in too broad generalities 
how fine an operation they rejircsent. This often is nothing more 
than well intended "puffery.' On 
the other hand, presentations I've 
fdinid most useful are those geared 
to give a good view of the charac- 
teristics of the market area in- 
volved. These often describe new 
business and industry de\elo|)- 
nient. socio-economic factors, and 
useful geographical information 
affecting media co\ erage. These 
market statistics can contribute 
greatly to jilanning our advertising 
campaigns \vilh optimum cfiieiency. 
Ccograpliical information as well as iiroinotion data concerning 
other ]iiedia may bring to light possible additional areas offering 
test market [xitential that might lia\c other\iise been overlooked. 
This, of course, is not to say that specific station information is of 
less importam o. Station men have long been e\tremelv helpful in 
keeping ns up to date on new developments in their ojieralions. ' 

Janet Murphy of Gnmbiimer Advertising. New York, addresses 
herself to the i)rohlem of product protection. '"iNo medium outside 
of the broadcast field has e\er attempted to guarantee separation of 
conip('tili\e ad\ertising. and t\ is nou suffering from tlii> iioldover 
from radio's earl) days,' she poinis out. "With the great desirabil- 
ity iif the 7 to 11 p.m. period, net- 
works lune l)ce]i forced to take 
coni|)clitive advertisers orders and 
scliednle iIhmii \irtu;dly back-to- 
back. In addition, with so niaiiy 
ad\ertisers buying what amounts 
to spot participations on the net- 
work, avoiding competitive con- 
flicts for a straight s|)ot ojjeration 
is increasingly diflicult. An ad\er- 
tiser can and fretpiently dses buy 
scattered participations o\er a 
|)cii()(l of a feu months. Adver- 
tisers and agcn ies nnist, I belie\c. set ]ip new criteria for their 
guidance in running spot schedules in>\t to programs which nor- 
mally |)rovide good adjacein-ies for a particular ])ro(lncl category in 
light i)f this highly coni|)etitivc problem existing o]i the networks. 
A grou|) of reps, buyers. a]id station peojilc ought to work on it." 
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The walls 
came 

tumbling do 




WOULD MACYS 
TELL GIMBELS 

A number of publications were in the field 
(and had been for some time) when SPONSOR 
first opened its doors in 1946. All of them 
covered the broadcast industry, yet, strange- 
ly, not a single one concerned itself exclu- 
sively with the problems of the client — The 
man who pays the bills. We decided this was 
an area worthy of a business periodical. 

Everyone liked the concept of a brightly 
written, practical, interpretative publication 
for the decision makers in the broadcast in- 
dustry. But who would be found willing to 
educate his competitor? Who was going to 
give "The Enemy" honest facts or figures— 
or even worse— ideas? Could Any book knock 
down these granite walls of secrecy? 

The answer to that is an established fact 
today. In its 15th year, SPONSOR is one of 
the big names in American business journal- 
ism. Practically every door is open to Its staff. 

How much we have contributed to the crum- 
bling of advertising's walls of Jericho is, of 
course, for you to judge. But the hush hush 
tradition is gone and SPONSOR, who pio- 
neered and fought for the open industry con- 
cept, sincerely believes that the dissemina- 
tion of information has benefited all. 

As we enter 1961 we find an even greater 
need for the kind of information SPONSOR 
provides. The need to move goods and even 
more important, the need for free exchange 
of ideas to stimulate the mind of man every- 
where, was never more vital than it is right 
now. No one knows this better than the 
"SPONSOR" who is doing business in America 
and all over the world. 




every industry has its walls of Jericho. 



.1 



\A/hile the walls of industry secrecy come tumbling down, the rising tide of trade 
periodicals has created a new wall. There's a wall of resistance against 
the host of books that vie for the busy executive's reading time. 
He can't read them all. He picks and choo.ses. A con.scientious editor sees the signs, 
reappraises the niche he fills, bends his thoughts on but how to fill it 
better because here lies not alone leadership but sheer survival. 

SPONSOR long ago recognized these cardinal facts 

(1) Every reader is busy (2) Every reader is .selective (3) Every reader 

gravitates to one/or two "keep posted" books (4) Victory in the battle for readership 

goes to the trade publication that best pinpoints its targets, that best 

establishes a community of interest with its specialized readers, 

that best provides maximum benefits for minimum invested time. 

The specialized busy readers whom we serve are first the time-buyer, 

second the agency account executive and broadcast-interested ad manager, and third 

all others at both agency and sponsor levels who are in any 

way concerned with broadcast advertising. 

SPONSOR is not all things to all people. It is no buckshot publication. It is specific 
in its goals. Its pinpointed objective is to bring to its readers information 
of vital interest week after week that may help in the formulation of better decisions 
wherever TV or radio buying are involved. 

The editorial law at SPONSOR is, "Every story, department, and item must be written 

to benefit the man who foots the bills." Sometimes this is done indirectly, 

as when we delve into station public service. But the benefit to the buyer is always there 

In 1961, you'll find more stories on agency media department reorganization, 
buying problems such as excessive paper work and ratings, the shifting 
sands of station ownership, broadcast failures as well as successes, Washington doings 
from a dollars-and-cents point of view, the changing role of the 

time buyer, his relationship with the national rep. There will be more emphasis on the 
news behind the news. You'll find each issue a reflection and 
interpretation of the industry's activities and problems that a 
broadcast decision maker must read to really keep posted. 

With the claims and counter claims made for every competitive magazine, one 

thought emerges. All books are good — for somebody. SPONSOR (in the 

opinion of every independent reading survey made) happens to be good for broadcast 

buyers. No other book does the same job. That's why practically 

everybody involved in the purchase of time reads SPONSOR. 

If you want to reach these people in 1961, you'll find absolutely 

no readership wall when it comes to SPONSOR. 



^SPONSOR 

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 
40 EAST 49TH STREET, NEW YORK 17. NEW YORK, MU 8-2772 




Willi fmiihasis 



m//ti(isi.s on local and regional e\'cnls. 




iN'ows ill depth 

wlii'ic lle\\^ occurs. iVcws uilli reach ncross 36 Koiitiickv and a full 50 
Tcmicsfrcc counties, ))his llie iiorllievn rim of Alabama and a slice of 
Illinois. Way ahead with all the news l/iat's fit to see. Tluil"? \Vi.AC-T\ . 
winner of -1 oiil of 5 loji area new? awards in tlic j)asl 4 \('ars. 

Way ahead willi news feeds lo llie network, too. of course. 



the "way station 



to the central south 

f 



RolKTt M n. u^ 111,'. („ n, r.il SjI. - M.IU.M. 



Ask (inv Kalz man — he'll show y(ni the way! 

T. B. naktT, jr. Kviulixc IVofiilcnl .iikI Gnivrjl MdnjptT 



Most significant tv and radio 

news of the iirek tvitli interpretation 

in depth for busy readers 



SPONSOR-SCOPE 
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You might list these as some of the issues, trends and evolving developments 
lhat might give advertising, and broadcast media in particular, some concern dur- 



ing 1961; 



• In the marketing area the giant packagers of consumer goods will substantially 
narrov*' their premium, tvo-for and other gimmicks and concentrate on promoting sales 
more through improved or new products. They've discovered that these gimmicks have result- 
ed in merely swapping customers. Tlie switch in en)phasis will hring advertising more 
dollars. 

• The tendency of national sales managers to keep in personal touch with shifting re- 
gional competitive situations and to tailor their media strategy accordingly will work 
strongly in favor of spot and also make it incumbent upon both the station and the rep 
to keep in mutual touch on likely prospects for business. 

• ]\Iarketing directors and ad managers will, in view of the unsettled economy, not only urge 
that media billings exceed sales indices but that a greater effort be made to imprint 
the corporate identity on the selling of brands. On either side it will be to tv's favor. 

• The reduction of tv network option time by FCC fiat may cause this pinch for at least one 
network: pressure for an increase of station compensation for that extra half hour. 

• Tv stations will find it more imperative than ever to simplify their rate cards, primarily 
because they've become too confusing for the younger timebnyers. 

• Lots of tv stations will hold intramural debate over the propriety or necessity of increas- 
ing rates, especially because of mounting operating costs. 

• The rep field will be faced wdth a flurry of competitive pressures resulting on one hand 
from the station groups setting up their own national offices and, on the other, from 
the negative views held by some stations in the larger markets on the magnitude of a rep's list. 
However, the economics of the rep business, as several of their leaders have pointed out from 
time to time, has made the ample list a sound premise and they have taken effective stejis 
to put the handling of their list on a streamlined and efBcient basis. 

Midwest agencies took the spotlight the past week in the way of new and re- 
newed national spot radio business. 

The standout event: Cream of Wheat's (BBDO Minneapolis) extending for 8-10 weeks. 

Other activity: GM's Harrison Radiator (D. P. Brother) flights for auto air condi- 
tioners in 75 southern markets; Hess & Clark (K-VP-D ]\Iilwaukee) , extending schedules 
in midwest and south; Northwest Airlines (Campbell-Mithun Minneapolis), schedules for 
first half of 1961. 

In New York DufFy-Mott (SSCB) bought early morning strips for five weeks. 

It will probably turn out that many a tv station operator, especially in the top 
markets, went off — and pleasurably so — in his forecast of this month's national 
spot hillings: in other words, it's much better than he'd expected. 

The buying and availability calls have been pretty brisk since the middle of December. 

Tlie past week's action on that score in the New Y(»rk sect(»r included Folger 
Coffee (C&W) ; Sal Hepatica (Y&R) ; Duffy-Mott's AM and PM fSSCB) ; Swansdowu ( Y&lh : 
Peter Paul (D-F-S), hea\7ing up on I.D.'s and minutes; Pepto-Bismol (B&B). 

Chicago and other midwest goings-on Included Maybelline (Gordon Best) ; Interna- 
tional Shoe (Krupnick, St. Louis) ; Lever's Swan Liquid (NL&B) ; Continental Airlines fJ^T). 
initial entry into spot, using I.D.'s in L.A., Denver, Kansas City and Chicago: Wil«on 
Sporting Goods (Roche, Rickerd & Cleary), particijiations in polf shows in west coast 
markets. 
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SPONSOR-SCOPE continued 



Look for American Motor's Rambler to cut loose with a substantial spot tv campaign 
in early March. 

The schedules, as usual, will come through Geyer. 

George Boiling's purchase of Headley-Reed not only came as a distinct surprise to the rep 
field but triggered this speculation: could this be the beginning of a trend? 

To some observers it seems that consolidation from here on out may become the an- 
swer for a number of the smaller reps. 

(For details of BoUing development see NEWSMAKER OF THE WEEK, page 8.) 

Apparently Burnett has found out that it can get equally good, if not better, 
Iv spots in Chicago than in New York. 

In any event, the agency is moving its small New York media buying operation, headed 
by Ken Eddy, hack to Chicago after a year of it. 

Bosco (Donahue & Coe) has found a holiday kid special so successful that it's 
repeating the stunt Easter Day and may even make it a perennial undertaking. 

The special: a two- to three-hour block of moppet programs, composed of cartoons, 
action films and local personalities, aired on Christmas Day in five markets. 

What tickled the account as much as the viewer and trade response was the way the sta- 
tions promoted the event in the local prints and on the air. 

Quaker (JWT) will be testing a couple mixes this month via tv in Cleveland and 
Columbus for a start and later Detroit. 

The products: an applecake under the Aunt Jemima label and a comcake. 

It's becoming more and more evident that the pickup in set usage for tv this 
season is almost entirely due to what's happening with daytime, particularly in the 
morning. Possible reason: a wider choice of programing. 

Broadly speaking, nighttime tune-in is about holding its own, but look what's happened to 
the daytime hour-by-hour usage in November as compared to the count for the same 
month in 1959: 



TIME SPAN 


1960 


1959 


8-9 a.m. 


13.6 


10.2 


9-10 a.m. 


15.5 


12.1 


10-11 a.m. 


17.4 


14.7 


11 -noon 


20.5 


18.8 


Noon-1 p.m. 


24.2 


21.9 


1-2 p.m. 


23.1 


20.2 


2-3 p.m. 


20.] 


18.4 


3-4 p.m. 


20.8 


18.7 


4-5 p.m. 


25.9 


23.4 



SOURCE: Nielsen. Monday through Friday, average homes per minute. 
Note: Late evening fringe time also showed up to an advantage. 

Cliicago reps figure they've got this bit of cheer to look forward to in '61: the 
Standard Oil of Indiana business being bought in that city. i 

Tlie account recently joined D'Arcy, Chicago, and what makes the outlook triply happy 
for the Cliicago reps is that buys for the two siibsiiliarics of Indiana, American Oil and 
Utah Oil will likowisc conic through that D'Arcy oflicc. 
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SPONSOR-SCOPE continued 



The comptrollers of the larger agencies arc; expressing hittemess over what 
they term the sloppy wsiy that the tv networks negotiiited the puper-work areas of the 
new eoninicreial contract with the talent unions. 

Tlie angle that burns them up most is a penalty elinise which places no limit on tlic 
time in which a performer can bring a claim against an agency or client. 

Under the penalty setup if payment is not made williin 10 days of ihc commercial job the 
performer is entitled to Ji dollar a day for each day of delincjnency. IJnt there's noth- 
ing said in tliis clause as to when the performer is recjnired to viill the agency's at- 
tention to the fact that something must have happened to the mechanics of compensation. 

One of the largest agencies in tv figures that because of this situation it will have to add 
at least 10 people in the bookkeeping and treasnrer's department to guard against 
an inordinate amount of penalties. 

According to Nielsen's calculation for Octoher, the average cost-per-1,000 for 
nighttime network tv (time pins program) is running materially over the 1959-60 
season. 

ABC TV thinks that what has tended to pad the margin is tliis: the 1960 time costs arc 
hascd on the card rate for the winter 39 weeks and not on the year-around rate, 
used for the 1959 figures. The difference, notes ABC, would be about 10% of the time figure, 
or about 5% less on the over-all CPjM. 

In any event, here's the cost-per-1,000 estimated for the four-week period ending 22 
October : 

NETWORK 1960 1959 

ABC TV .S4.25 S3.89 

ens TV 4.31 3.75 

N'RC TV 4.58 4.66 

Average 4.38 4.09 

Network tv snagged another spot perennial — Minnesota Mining's Scotch Brite 
(BBDO) — right on the heels of NBC TV's weaning away of Gold Seal from the 
medium. 

Scotch Brite will spend somewhat over $100,000 for ABC daytime in the spring. The 
S600,000 appropriated by Gold Seal, via Campbell-Mithun, for daytime has an implication 
which merits some meditation by the sellers of spot. 

Under the deal with NBC Gold Seal reserves the right to take a snmnier hiatus 
and come back in the fall of '61 without jeopardizing its animal discount. All that 
it can lose is the added sumjner discount. 



Only three tv network nighttime shows made the top 10 in all three adnlt age 
classifications as reported for December by TvQ, the service that measures pro- 
gram enthusiasm. The trio: Wagon Train, Real McCoys and Gunsmoke. 



Here are the 10 that got the hi 


ghest TvQ scores 


in these 


age groups: 




18-34 YEARS 




35-49 YEARS 




.50 YEARS AND OVER 


PROCR.\M 


SCORE 


PROCR-\M 


SCORE 


I'ROCRAM 


SCORE 


Untouchables 


54 


Wagon Traill 


.'i2 


Welk 


57 


Wagon Train 


50 


Perr}' Mason 


4. "5 


Perry Mason 


.54 


Bonanza 


49 


Untouchables 


lo 


Wagon Train 


53 


Red Skelton 


43 


Bonanza 


1.3 


Ernie Ford 


51 


Andy Griffith 


38 


Candid Camera 


.3') 


Got a Secret 


47 


Rifleman 


38 


Red Skelton 


.39 


Real McCoys 


47 


Gunsmoke 


37 


Rawhide 


38 


Tell Truth 


45 


Real McCoys 


37 


Real McCoys 


38 


Gunsmoke 


4^1 


Hawaiian Eye 


36 


Gunsmoke 


36 


Price Is Right 


44 


The Flintstones 


35 


Andy Griffith 


35 


Fights 


43 
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SPONSOR-SCOPE continued 



The network radio asking price for the Patterson-Johannsou annual tourna- 
ment keeps moving up: ABC has put it at §370,000 gross for an advertiser who 
would sponsor the Miami 13 ftlarch meet exclusively. 

The cost breaks down this way: $345,000 gross for the rights and §25,000 for 
lime, announcers and production. Half-sponsorship package price: $187,000. 

The price set by ABC Radio for the 1960 bout between the two was $330,000, with the 
hookup involving 454 stations. Audience in-aud out-of -homes : 61 miUion. 

A bit of kudos extended to the TvB: Bristol-Myers vnO. borrow the Progress of 
Discontent presentation from TvB and put it on for its own people at a meeting in Holly- 
wood Beach 18 January. 

P&G has bought the ARB coverage study plus retabulation of the data as suits 
its needs, with Grey assigned to coordinate these activities among the nine P&G agencies. 

So far five of the nine P&G agencies are subscribers to the ARB coverage service, 
namely, Y&R, Burnett, D-F-S, Gardner and Honig Cooper. 

Put down 1961 as the year in which the agency media veteran with a print- 
oriented background will find himself desperately crowded by the young feUow 
who's been schooled the past five to 10 years in broadcast media analysis and plan- 
ning. 

The problem of moving these comparative youngsters over the heads of the veter- 
an print men into key spots is getting progressively acute for the larger agencies. 

They figure that the fact air media often looms so overwhehning in the cUent's budget 
makes it imperative that the broadcast-grounded man be placed in a position where he can 
talk directly to the client about the best way to spend his media money. 

PuzzUng to reps is this situation: the farther their offices are located from New 
York the more incUned are their salesmen to face a demand for bonus spots and ex- 
cessive merchandising aids as a condition for a schedule. 

It could be, the reps reason, that the same agencies in dealing with stations in the same 
hometown have been able to use this come-on more or less effectively. 

According to an analysis made last month by a drug-toiletries agency, 58% of 
that field's sales are to be had in the first 25 tv maikets, which, incidentaUy, were 
measured in terms of county-by-county unduplicated coverage. 

As calculated by the agency, these 25 markets account for a weekly circulation of 26,605,- 
000 gross sets, 25,156,000 unduplicated sets, or about 54% of all U.S. sets. 

SPONSOR-SCOPE doesn't want to stir up an inter-city argument but it can't 
help but call attention to a theory of superiority that some timebuyers in Chicago, 
Minneapolis, St. Louis and other places are touting versus New York. 

nieir thesis: Buyers away from New York do a better job for their clients be- 
cause, since their budgets aren't as large, they scrutinize each buy more carefully and 
function in terms of pinpointed maximum effectiveness instead of tonnage. 

They also point out there's a growing trend among them toward bringing in the rep 
(particularly radio) when planning a campaign; like revealing what the campaign ob- 
jectives are and asking, "how can we best accomplish our goals?" 

For other news coverage in this issue: see Newsmaker of the Week, page 8; 
Spot Buys, page 4^ ; News and Idea Wrap-Up, page 52; Washington Week, page 55; SPONSOR 
Hears, page 58; Tv and Radio Newsmakers, page 64; and Film Scope, page 56. 
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QUALITY TELEVISION 

SELLS 
RICH, RICH 

SOUTHERN NEW ENGLAND 




V 



QUALITY IN ART IS PORTRAYED BY THIS EIGHTEENTH CENTURY PORCELAIN GROUP, 
REPRESENTING THE JUDGMENT OF PARIS. MADE IN THE MEISSEN FACTORY, GERMANY, IT IS 
PART OF THE FABULOUS J. PIERPONT MORGAN COLLECTION WHICH MAY BE SEEN AT THE 
WADSWORTH ATHENEUM. HARTFORD'S ART MUSEUM. 

IN RICH. RICH SOUTHERN NEW ENGLAND. QUALITY IN TELEVISION IS THE HALLMARK OF WTIC-TV. 
OH YES. WTICTV PROGRAMS ARE HIGHEST RATED TOO. 



WTIC® TVS HARTFORD, CONNECTICUT 
*ASK YOUR HARRINGTON, RIGHTER & PARSONS MAN 



49th and 
Madison 



Address please 

111 the 19 Sr]>tt'inher 1960, issue of 
Sl'ONSOK, llic "Xews and Ideas 
Wrap-up'" section, )()ti carried an 
item coiicei iiing: an organization, 
IJroadcast I'roniotions, uliicli offers 
a ser\ ice of radio promotion i<leas 
\'m inontlii) suhscri])lions. 

As Kc are anxious to obtain more 
information about ibis service, 1 
\\()uld lie grateftd if yoii could sti]>])ly 
me witb tlieir address or. failing that. 
]jass on our re(|ue>l to Broadcast 
I'romolioiis. 

J. M. Fowler 

The Advertiser Bdcslg. iXcfit orIc 
Adelaide, S. Australia 



• I II foriiial ion fruiii Itroatlra^t Proiiiotion 
A»!<n. iiia> lie ulilaiiit^ii \>y xritiii? 1I14* nr^aiiiza* 
tilings f(Iilor«in-cIiM'f l*aul A\ oudland, WGAL, 
«OAL.TV. Laii. a^KT. Pa. 



More cause for spot 

Your "Sponsor-Scoiie ' item of 26 De- 
cemher 1960. relative to I'all Mall 
re])lacing Camel as tlie \o. 1 brand, 
coincidenlally arrived at nn desk al 
tile \ ery inonieiit as the results of an 
lo-coiinty llrand Preference Study 
invohiiig cigarette usage. 

Tlius, in this area of 1,900,000 pco- 
])le uho make u]) So'"? of the sun- 
shine stale's population, 1 beg to ad- 
\'ise that K. J. Reynolds' Winston is 
actually in No. 1 position. Just goes 
to show that individual area condi- 
tions are (|uite often at \ ariance with 
national figures, again a ])retty solid 
reason for buying ?])ot radio. 

C. Max Kimbrel 

manap,er 

w-G'ro 

Cypress Gardens. Fla. 




WAVE -TV viewers have 
28.8% more HEAVY BEARDS 

— and they buy 2S.S% more of yoiiy (or 
your com pelilors') shaving prod nets, loo! 



waWe 

TV 



That's because WA\'E-T\' has 28 8':r more 
viewers, from sign-on lo sign-ofT, in ajiy 
.Tvcragc week. Source: N.S.I., Dec, I960. 

CHANNEL 3 • MAXIMUM POWER 
NBC 

LOUISVILLE 

NBC SPOT SALES, Nalional Represenlalives 



Bob Hurleigh: newsmaker 

It was sur|)rising to note in the 26 
December issue of SPO.nsor. that you 
did not include M utual in general, and 
Bob Hurleigh in jiarticular, as one of 
the outstanding radio stories of 1960. 

The stories you used were all news- 
worthy and deserve to be high- 
lighted. 

But — didn't y ou overlook one of 
the most dramatic stories of 1960. 
and one of the most ins|)iring stories 
of one man's fight to sa\ e a network? 

As a member of Rob Ilurleigh's 
team. 1 am. of course, a little preju- 
diced, but I think the comeback from 
\irlual bankruptcy through reorgan- 
ization under Messrs. McCarthy-Fer- 
guson, and our subsequent acquisi- 
tion by 3M, is the comeback story of 
the year! 

Charles Godwin 

Mutual Bdcstg. System, Inc. 

N.y.c. 

• \\ c a^rer. And v<''re Itiokins for%*ard to 
inon- iii-M's from Mutual in 1061. 



Farm Radio 

We read with interest, in the 12 De- 
cember issue, a rcjiort on the top 86 
spot radio campaigns in 1960. Among 
them was one of our clients. Interna- 
tional Harvester Co. We think this 
rating is great, but we hardly think 
that it should be credited to MeCann- 
Eriekson. since we handle the Farm 
Eciuipinent Di\ision's radio schedule. 

You may be familiar with the 
rather niii(]ue farm radio programing 
on a national basis which our radio 
farm direetor. I)i\ llarjier. lias de- 
\el()]>ed o\er the last fne \ears. Our 
bn^ic philosophy is thai radio ])ro- 
vides a \ilal ser\ice to farmers, 
bringing the news, \veallier. markets, 
and other information essential to the 
operation of their business. Going 
further, wc feel thai farmers prefer 
lo depend primarih for this service 
iuformalion on an established radio 
])ersoiialily in each market area who 
has llieir confideiicp and. frequently 
a ])ers()iial ac(]uaiiilaiice. This, of 
course, is the radio farm director on 
each station. 

I thought vou iiiigbl be interested in 
a little of the background which has 
liel|)e(l lo qualif\ the Har\ ester Ra- 
dio s]ii)l |)rograin among the lo|) <>6. 
Donald McGtiiiiess 
)■./).. Infirm Group Supvsr. 
tuhrey, Fiiilay, Marley &' 

Ilodiiaon. Inc. 
Cliicai:o 
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HITCH 
YOUR SELLING 
TO AIR MEDIA BASICS 
AND WATCH YOUR SPOT ZOOM 




I960 AIR MEDIA BASICS $2.00 



REPRINTS 



TIMEBUYING BASICS 
TELEVISION BASICS 
RADIO BASICS, FM BASICS 



/ m 10 
10 to 50 
50 to ion 

100 to 500 
500 or more 



40 rents earh 
30 rents each 
25 cents each 
20 cents each 
15 cents each 



To Readers' Service. SrOXSOR, 40 K. 49th Street, A. Y. 17 
I'lease send me the following: 



.'60 AIR MEDIA BASICS ISSUE 
.TIMEBUYING BASICS 
.TELEVISION BASICS 
.RADIO BASICS, FM BASICS 



.\AMf: 

FIRM 
ADDRESS 
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No matter how you 
look at It, WBTY 
dominates competi- 
tion for the 36th 
consecutive rating 
report. 







Slice it, stretch it, squeeze it . . . turn it, throw it, twist it . . . WBTV is THE station in the 
Charlotte television market. Latest* survey gives WBTV overwhelming dominance in every 
time period, with 62.7% overall share, 23 out of the top 25 shows, a whopping 19% of 
quarter-hour wins! 

Get the whole picture . . . call CBS Television Spot Sales. 

"ARB, Nov., 1960 Totol Areo j 
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A BOOMING, NEW ^ ^ 
INDUSTRY WATCHES ^ 
METRECAL ^ 




Calorie control rivals study leader^s web tv debut— Churchiirs 
memoirs: Metrecafs success could trigger their shift to video 



lialiy in(lusti \ that i- piowiiijr so 
fast it keeps running out of nieasur- 
inp tnpe is looking to its l)ij; (six 
months old) l)rotlier tlii> week a> he 
takes liis fiTA pluaiie into spon.-orship 
of a network >how. with some sur- 
prising copy approaehe-. 

T\\e industry is calorie control, fast 
approacliing the S200 million retail 
sales mark. Hip l)rother is Metrecal 
wliieh, after a '\-periar" last week, lui* 
taken over \\eekl\ .-ponsorship of 
\BC's Winston Churcliill series. The 
I aliani Years. The commercials are 
an unortliodox soft-sell attempt to 
find a tv technique right for a fast- 
selling, but niedicallv -oriented, hell- 
wether product. 

-Metrecal's sncees* among the ma- 



jor (and the few remaining sole) 
sponsors of network tv programs 
could change the a<lverti>ing course 
of se\oral of the other large calorie 
control hrands now hasicalh print 
ad\ ertisers. with some spot radio. 
>pot t\ and a hare minimum (e.g. 
Min\itine) of network television — ■ 
and help them out of a maze of <[u<'s- 
tinn marks, \mong the major proli- 
lems that need an*uer> hcfore tv and 
radio get a higger .-hare of what, hy 
19f)2. could hi" $2r> million in ad 
m<ine\ : 

• Vie are not exact I v a drng prod- 
uct, not exactl\ a food product. How. 
then, slioidd we achertise? 

• Although we have AMA endorse- 
ment. >()ine phvsieians frown on our 



weight-reducing method. How, then, 
can we advertise without raising their 
vvrathV 

• How can we di>a.->ociatc our- 
>ehes from the invriati private lahel- 
I more than T-i alrcad\) that ma\ tmt 
have the nutritional \alue> nf our 
products, and that co>t less? 

• If v\e go all out in radio and tv . 
can we get proper ?lielf space in groc- 
eric- and >upei market-. a> well a- 
drugstore-? \nd will onr burgeon- 
ing -ales huit food -ale-? 

To the ([ucstions about how to ad- 
verti>e. -poke.-men of >ome of the ma- 
jor Ijrands admit that thc\ are watch- 
ing Metrecal's new program and its 
commercial concept \cr) elo>elv. 

Vi'ander- Min\itiiu' (Clinton E. 
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'We are not exactly a food, not exactly a drug 
product. How, then, should we advertise?' 



I'lniik. Chicago), [lie iccojini/ed clial- 
leiigtT. is di-iti ihuted nationally, pri- 
marily in grocer) stores bnt with 
some (Irujistore ontlets as well. It is 
Using network t\ (NBC's Garroway 
and F'aai |)aitiei]3ations) ; previous tv 
ex|)eiience has heeii gained «ith 
W andci's 0\altine. 

Among the other big brands, Quak- 
er's Quota (JWT, Chicago), is dis- 
liihuted ill eight iiiidwestern mar- 
kets, and its introduction was backed 
b\ a s|jot l\ campaign on 1 I stations 
I in Green I>a), LaCrosse, Fargo, 
Kockford, Minneapolis, Chicago, Du- 
luth. Milwaukee). Quaker has "'plans 
for national distribution ex|jansion," 
but nothing to announce at this time. 

Carnation Co.'s Carna-Cal 900 



ll'WR&R. L.A.). was introduced 
in its fresh milk and ice <-ream di\i- 
sion's niarkeling area (22 markets I 
with a big boost from saturation ra- 
dio. The Los Angeles-based |3roduct 
wanted to reach women, because 
home delivery accounls for a great 
share of its sales. 

National Dairy's Sealtest 900 Cal 
Diet (Ayer, N.Y. ), has used some ra- 
dio in the Fhiladel|)hia area, but so 
far has stayed principally with news- 
]3apers, following Melrecal's early 
lead. Distribution is full in Seal- 
test's area I n|) to the Rockies), but 
there are |)roblems with slate and lo- 
cal regulatory bodies in the South. 
This is not unconmion. Other brands 
have met this inoblem in the Chicago 



area, as the government agencies de- 
cide whether the milk based |3roducts 
are a food or a milk product. 

.Metrecal, marketed by the Edward 
Dalton Co., a newh created division 
of .Mead Johnson & Co.. is hoping to 
answer its competitors" questions 
about t\ and at the same time in- 
crease its share — now estimated al 
more than one-third— of the calorie 
control market. In their choice of a 
network \ chicle and a "■]jro|)er'" com- 
mercial formal for "a medically ori- 
ented |3roduct," Metrecal and Kenyon 
& Eckhardt |)oured much soul-search- 
ing (.Metrecal's costs are an estimated 
$100,000 ])er show including lime 
and talent), research, and a little bit 
of luck into iheir final decision. 

The problem for all the calorie con- 
trid products, they reasoned, was to 
reach an unusual, "a vital, a growth" 
market. ■'Melrecal is not a low-cal- 
orie food,' explained K&E v. p. Lou 



Metrecal copy solution: not product ads, yet not institutional 

KENYON & ECKHARDT has produced two types of commercials for Metrecal; one tied-in with Churchill's thesis, 'We 
must be ever alert to preserve our freedom'; the other explaining the weight problem and the need for medical super- 
vision with merely a suggestion that Metrecal 'may be' a solution. On set are (I to r) Filmways director Ben Gradis, 
star Martyn Greene, a.e. Lou Nicholaus, tv production supsrvisor Bill Gargan. Admen are dressed for N. Y. blizzard 




2.'! 
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How the chief competition advertises 

MINVITINE, the only other national brand, ties in closely with 
Wander's better-known Ovaltine on web tv— primarily NBC's Paar 
and Garroway shows. Minvitine makes a frank product pitch but 
is careful to emphasize importance of a physician's approval 

QUOTA is distributed in eight midwestern markets, and its intro- 
duction by Quaker was backed by a spot tv campaign on 14 sta- 
tions. Quaker has plans for national distribution, probably within 
the year, amid industry rumors of a contemplated name change 

CARNA-CAL 900 was introduced in Carnation's fresh milk-ice 
cream division's marketing area (22 West Coast, Southwest and 
Midwest markets) with a boost from saturation radio. L.A. -based 
product relies on home delivery, sought to reach housewives by air 

SEALTEST 900 CAL Diet has used some radio in Philadelphia area, 
but has stayed principally with print, following Metrecal's early 
lead. Distribution is full in normal area (to the Rockies), but 
slowed in South due to indecision by local regulatory agencies 



Xichdliuis. the arcounl exccutixe. '"A 
lialf-pound can contains a full clay's 
food for ail adult I 225 calorie? to an 
oipht-ouncc serving I . 

"The concept is measured calories 
according lo iudi\l<hial needs. It is 
very important that the |)uhlic 
understand that the dieting should he 
done under the supervision of a phy- 
sician, that each pers<in should use il 
differently with his approval. This is 
a new concept in weight conti(d.'' 

What the Kdward Daltoii people 
looked for was a method of u^Ing 
hroadeast media while maintaining 
"a technique of comnmnicatioii right 
for a medirallv -oriented product." 
(Although the AMA'.- Clinical Con- 
vention in Washington la.-t month 
ga\ e the major calorie control hrands 
its support, there is a faction that 
frowns upon this type of weight con- 
trol. I Thev waiite<l reach, fieqncney. 
and coverage, hut also a distinctive 
tvpe of ath ertising that would he ac- 
ceptable to phvsicians and "distine- 
tive as the product." And thev wanted 
a (listiiictl\e t\ pe of show. 

Here K&E fell into some luck. Its 
programing de|)artnieiit ha<l heen ex- 
amining l\ properties "in the light of 
\\hat the sponsor had to say."' a< one 



executive put it. "In tlli^ ca>c. co-.t 
eflieicney was not the primavv prob- 
lem. We needed the proper vehicle: 
great programing like Marcridi 
wouldn't do for ns. We al?o wanted 
exclusive spon^or^hip. which i~ rare 
these days. W e wanted a program 
v\hicli would, h\ its nature, appeal to 
the thinking segment of the viewing 
population. 

'We are working on what is e><en- 
tiallv a chain reaction." he contiiincd. 
"Word of month built Metrecal. Our 
best ad has been ". . . so mv doctor 
put inc on Metreral. an<l . . We 
hope in our tv use to mo\e influen- 
tial thouglit leadeis."' 

Wi hen The I aliani ) ears w as rec- 
onnneiKled. said Lou Nicholaus, "wc 
said 'thatV^ it." Il nu)~t exaeth met 
onr requirements: top caliber pro- 
graming, a true (|ualit\ of >nl)ject and 
a show v\ith inlierent inter<'»t to the 
thinking segment of the population." 

ljut then the problems renllv be- 
gan, he recalled. In print. .MelrecalV 
format had been a long block of ex- 
planalorv copv. "The ba>ic decision 
to use lelevi>ioii invobed coinerting 
the restraint and dlgnit\ of the print 
campaign to another medium." Mow 
v\erethev lo do this? \nd how could 



tlie\ ;i\oi(l di^trai ting or cmmi ni-nlt- 
ing an intelligcnl audience watihing 
W in>toii (!lini cliiM''- memoir--':' 

The fnial solution: two ba-ie t\pe-^ 

of i-onnnei eiii I. mn' tvpe <IomIv tii'<l- 
in with Chnr< hiH ~ tlie-i> that "it i ;ni 
happ<'ii again" if ue are not aleit to 
the <hnig<'r^ to oui frredoMi. and an- 
other tvpe that explain- the weight 
probl<-ni and tin- need foi medical 
siiperv isicui with nierelv a Miggc-^tion 
that Metrecal "mav be a Milntion. 

"Tlii.- i> not pro<luet a<berti-iMu 
ami this not institutional a<l\eiti — 
ing," Xieliobiu- (•(jnlended. "The 
weight problem i.- a|)proarh<'<l medi- 
cally, not cosmetiealiv : theothei me»- 
>ages aie not 'plant tonr^.' but a re- 
iteration of Churchill ^ warning that, 
in our eonnnercials' v\or<l?. '"we li(d<l 
our frce<loni In extending il . . . and 



Home delivery brand 
goes heavy for radio 




EWR&R used saturation radio for two weeks 
during Carna-Cal 900's introduction. James 
Fish (above), the a.e., credits local person- 
alities with transposing loyalty to an unknown 
product. Fish called coverage 'immense' 
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Ii\ tle;-LT\ iiig it ev('i\ tln\. " 

Now K&E liad to find a >|i()kcsmaii. 
It needeil an eslahli^lied actor with 
till' nl)ilit)' arul r opiilation lo riifr-li \\ itii 
till' ability and rt'ijutation of what it 
ho|ied was the |)uhlic iniapi; of Mead, 
Juhn;-on, of what il knew was tlie 
puhh'r iniajrc of Winston Ciiuichill, 
and someone wlio would he coniiiati- 
iile with the laleiils of the series' nar- 
rators, Gary .Merrill and Kiehard 
Hurlon. 

"We think we lia\e made a unii|ue 
elKjice." said Xiehoians. "the distin- 
guished actor and Gilbert & Snlli\'an 
star. Martyn Greene. We think his 
eonnnercials will be the talk of tlie t\ 
industry Itefore long." 

Tbev are already, at least, being 
talked of i\ithin liie cahjiie control 
industry. A.s a to|) official of one of 
the leading C()m|)ctilors said, '"We 
weic all in front of our sets \ew 
Scar's night, and will be for sc\cral 
Sunday nights to come. ^ ou can bet 
we re iulerested in how tliey do with 
their new sjiots." 

On the West Coast, another coni- 
l>etilor will certainly he watching. 
Carnation's Carna-Gal 900 has from 
the beginning relied to a great extent 
on spot and local radio, hut is biding 
its time about television. 

EWH&K account executive James 
Fish told Si'ONSOii thai the senior air 
medium has been very important in 
Garna-Cal DOO's introduction hc(\mse 
the product relics to a great extent on 
liomc delivery, and radio reaches the 
housewife who does the ordering. 
KWK&H used saturation railio for 
two weeks during the product's intro- 
ductiun lasl iiionlh. dO-second li\ e 
S|)ots split between trallic times and 
oilier daytime liours on Wednesdays, 
Tluirsdays, and Fridays. 

■'We chose radio for a nnijor role 
in Carna-Cal's inlrodnclion because 
of the immense co\ erage and ini|)res. 
sions immediately jyo.ssihle at a low 
C()st-|)er-l 000. " according to ImsIi. 
I'crsonal endorsement b\' air jietson- 
alities was also em|)lo\ed '"lo Irans- 
pi)-e loyalty to our new prodncl. 

"In the case of station KW. Seattle, 
we were able to lake atb anlage of an 
audience pronnjiion llial had a write- 
in of more llian 200.000 enlrics this 
in u inarkel of I6.'i.(l(K) families." 

Carnation's bea\ y ad\crlisiiig has 
( l'lcas<' turn lo patic 17 I 




THE MEN behind K&E's analysis of syndicated film for a major client are Marvin Antonow. 
sky (I), v.p. and associate media direcfor, and James S. Bealle, v.p. and tv 'radio director 



REPORT TO A CLIENT 
ON SYNDICATION 

^ K<;iiy<)n & Eckliardt reports to a leading national tv 
client on non-netMork use of syndicated (llni programs 

^ K&E projects film syndication coverage and costs 
(J) nationally, (2) as bolster for the top 11 markets 



I he co\ crage and co-l of syndica- 
lion compare favoiabh with oilier 
nalional media |>laris. 

S\ ndicalion is ihe nmst edicicnl way 
to coi reel ihe fre(|nenc\ weakness of 
network l\' in those 11 niarkcls with 
four or more clianncK. 

These weie the conclusions of a 
s|)eeial stucb jircpared In Kenyon X 
Iv'kliardt for a major l\ clieni and 



now made |)ublic for the first litnc. 

The j)reseiUalioii- thnic under llie 
sn|)cr\isii)n of associate media direc. 
lor-\.|). Mar\in Xntonowsky and 
radio l\ dirccloi .\ .p. James S. Healle 

also scr\ ed as an np-lo-dale primer 
of syndication oscnlials. 

The KeuNon \ Fckhartll study. '"An 
l",\ alnatlon of Sjndicaled Tcle\ ision 
l'"ilnis a> \(hertisin!i Media.'' had 



.•',0 
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lliicf tlclil)i'i ate i)iii|)(>>cn: 

• To fxnmiiic ;ui(l di-fiiic tlic posi- 
tion of lulicatod filni^ in tt)(la\ '> 
t('lt'\ i^iou s|)C( tvniu. 

• To evaluate the pei foi inant e ami 
ellicii'iicy of s\ iitlicated films in tlie 
lip:ht of tlieiv |)oleiiliul as a nalionai 
and local ads ei tisinj; \eliirle. 

• To dftevniine what |)hice >\ii(h- 
catod fdnis nii^lit orcii|)y in a media 
plan and how hest they niijzlit he M>ed. 

Syndieatioii to hepin with \va> de- 
fined as the loeal |)hicement of ])ro- 
pram series mosth half-honr. usu- 
ally new hut MUnetimes reruns of 
network series which offer pvograni- 
iuihedded eoiumercials. nierehaiulis- 
inpr. and star tie-in promotion. 

Kitlier the station or the advertiser 
may he the prime nioM'r hehind a 
show. ShosNS nia)' he |)iirehased two 
wa\s: one, hy tlie station direeth — 
])laced in a time |)eriotl selected hy 
the station — and sold wliollv or on a 
partici])atini: hasis to an adxertiser: 
or. two, hy the advertiser — to he 
])laced l)y him in a s|)ccific jrvou|J of 
markets in time |)eriods also negoti- 
ated hy the ad\ertiser. 

What ahout the ease, the K&E study 
asked, of the a(herli>er plaeinj; a 



s\ ndicatctl x'l ics himself on netwm k- 
aililiated stations? lie ha> two choice- 
of time: non-network hours, or niar- 
jiiiial network hours (local o|)tioN 
time). "The time period that the ad- 
\ertiscr can hnx exercised a stronj; 
iidlueuce o\er the >izc of his poten- 
tial audience for sxndicated films.' 
-tated K^F.. This |)rcini.-e led to two 
conclusions on where the hcst time 
periods for faniilv-ap|)eal |)roj:rams 
could he found: fust, marfiinal net- 
work hours, at 7:.'^() or lO.-.'^O ]).ni. in 
the Ra-teru Zone and Li-.'M) or 9:o0 
|).ui. in the Central Time Zone, and 
second, adjacent non-network hours, 
at 7 p.m. in the l^a-t and 10 
|).ui. in the mid-l . S. In additicm. in 
small or medium-si/ed markets, ex- 
cellent time franchises could he se- 
cured on network afTdialcs in prime 
network hours. "virtualK as<urinj:the 
adxertiser of hetter-than-a\ eraj-'e rat- 
ings." 

(Sets-in-use h)r marginal network 
time — at 7:."iO or 10:30 p.m. — a\er- 
aged 10 to 1.")'"? helow network 
time, and early e\ening network time 
a\eraged 22^? lower. \ccor(ling to 
\iclsen scts-in-u?e figure.-, network 
time — !i thnmgh 10:.'^() p.m. — a\er- 



aged 7:.'^0 |).m. ;nerageil riT < 

iO:.'5() p.m. wa- V)' 'i and 7 |).m. wa- 

Audience ( (unpo-ilion of lime o|ien 
to s\iidication clostdy paralleled that 
of nearhy network lime, heasT in 
adnlts late in the evening and S|)read 
out among tlu? family in the earl\ 
esening. llowe\er. hefore 7:30 p.m. 
there \sas a 1.3'.' drop in adult-. 

What ahout s\ndicalion rating-? 
Although program* uvailahle varv 
from season to season and their rat- 
ings |)erformauce flnetnates from 
market to market, the top 10 s\ndl- 
cated shows at any time ha\p a na- 
tional rating of a|>|)roximatcly 17 or 
JR. a gencrali/alion hased on y\ltP> 
and Nielsen re|)orts. 

K&E estimated program co-t* in 
the toj) 100 markets at .S33,000 to 
.$37,000 for n new first-run syndicated 
fdm. The hest of the off-nelwork re- 
runs e(|uale(l this co-t. hut others 
were les? expensive. 

How should syndicated films he 
evaluated? Vi'hat is their position in a 
Iv media plan? To answer these 
<|uestions, K&E examined sMulicated 
serie.-' audience reach, frequeney. 
co-t. and prograniatic value, and 



Syndication's cost advantage in noted impressions 





SYNDICATED 
Schedule A 


FILMS 
Schedule B 


Marginal time 
network show 


75-market spot campaign 
Class "AA" Late night 














Uneek cost (OOO's ) 


$168.0 


$152.4 


$186,0 


$176.0 


$170.0 


A'o. of roininerridls 


6 


6 


6 


8 


20 


Kslimnted raliiti:: 
9f Cover(i>j;e iiren 


21.4 


16.4 


17.5 


22.0 


7.0 


Kstiiiinteil rntiuss: 

'yc U. S. Iv ho UK'S 


17.1 


13.1 


16.3 


17.6 


5.6 


lloint's reached per coniin'l 
minute (OOO's) 


7,730 


5,920 


7,370 


7,960 


2.530 




66% 


66% 


66% 


33% 


50%* 


iSoletl impressions (OOO's) 


5,150 


3,950 


4,910 


2,650 


1.270 


Costs per comm'l minnte (OOO's ) 


$28.0 


$25.4 


$31.0 


$22.0 


$8.5** 


(losts-per-1 .000 homes reached 
per comm'l iiiitiiitc 


$3.62 


$4.29 


4.21 


$2.76 


$3.36 


Casts-per-l ,000 noted impres- 
sions 


$5.44 


$6.43 


$6.31 


$8.30 


$6.69 


'Half pri>sram ctiilic^Mr i . l alf mm procrain enil>rtl<K'iI 


MilMt itlfll tli- ofllK 











Above, K&E compared coverage and cost of two syndication plans, marginal network programing, prime and 
late night spots. Syndication was found just as efficient as other media when shows, time were well-picked 
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ivuiu- up with tlicse seven touchstones: 
A: 1. \h(> intrinsic <|uality of ihe 

time pi>rio(Js ;nailal)lc. 

15: The intrinsic t|iialit;- of pro- 

g;iani. inchi(Iiri<; : 

2. i'^stiniateil rear h of the audience 
— once and (•uinnhati\ elv. 

3. \iidience composition. 

i. Audience (kiplication ^^■itll oth- 
er programs. 

5. ]\stiniale(] eost-per-1,000 com- 
mercial impressions. 

0- Bx aluatioii of the qualitative re- 
infoicenient of the pidgrani upon the 
commercial. 

7. Kvaluatioii of the audience dur- 
ability of the ])roj;i ani to estimate its 
jirogram life. 

K6iE then a|)plied its eriterioir to 
tv o s\ iidicatioii a|)pIieations : (1) na- 
tional use. and (21 local or selected 
market use. Projection? of costs and 
efTicienc) v ere made for several types 
of a|)p]icatioii. 

FolloxNing the ])remise that "mini- 
mal standards of audience potential 
must pertain to selection of time peri- 



ods. K&l'l outlincil two t^pes of na- 
tional sdiedules. In hoth cases T.i 
markets embracing about oOT of 
U. S. tv liomes were co\ered in an 
alternate week (major minor) pat- 
tern ])roviding six commercial min- 
utes e\erv four weeks. 

in schedule "A" a program was 
placed in one of the three best time 
])eriods open to syndication in each 
market. 

In schedule "R" a lesser hut still 
above average time period ^^ as se- 
lected. 

Circulation costs of hoth schedules 
were found to be com|jetitive with 
other media such as marginal net- 
^^'ork jirograming and late night spot. 

For six commercials in four weeks, 
the total costs and the CP.M's ^^ere 
projected as follows: Scliediile "A" 
was .SI 68.000 at S3.62 CVM: Sched- 
ule - W was $152,000 at S 1.29 CPM: 
marginal time network ])rograirn'ng 
was Sl{i6.000 at S1.21 CPM. In ad- 
dition. 7.T market spot campaigns in 
Class -'A A" were SI 76.000 at $2.76 



CI*.M (eight commercials), and in 
late night were $170,000 at ?3.36 (20 
connnercials) . 

Coverage of the two syndicated 
schedules, reaching 40 to 45% of 
U. S. tv homes in four weeks, com- 
jjared fa\orahlv with the three other 
media ])Ians. Late night s|)ots and 
marginal network programing reached 
about lO'T ; prime time spots 
reached SOT. The projection was 
based on the same nunibei' of com- 
mercials ])er four weeks and the same 
costs as abo^ e. 

But when the CPM's of the con- 
scious (noted) impressions were com- 
]iared, prime time spot television ^^■as 
shown to be considerahlv more ex- 
pensi^e than the rest. Ranked in or- 
der of increasing cost, the five ])lans 
were: Schedule "A." .$5.44: marginal 
network jjrogramitig $6.81 : Schedule 
'•B." $6.13: late night spots. S6.69, 
and Cla.ss '".AA"' spots. S8.3I. 

Aationalh. K&E concluded, "syn- 
dicated films — jiroperly selected, and 
{Please I urn to pas:e 49) 



Syndication solves network's big market frequency problem 





SYNDICATED 
Schedule A 


FILMS 
Schedule B 


Prime time 
spot 


Marginal time 
spot 


?io. of coittni'ls 111 t iveeks 


6 


6 


8 


20 


t-irf>ok CO rem fie 


50.2 


41.9 


54.6 


41.9 


A rero^r frcffiiriicy 


2.2 


1.9 


2.3 


2.7 


iYf'/i(v>rA- plus local 4 n ook coverage 
(Network only: 92.7) 


93.9 


94.2 


93.0 


93.0 


Sclicork plus local uveru^r freqttpiicy 
(Network only: G.5) 


7.6 


7.2 


7.9 


7.7 


Cross no. of ruling points (cov. X fmj.) 


110 


80 


126 


113 


Homes ill coveraific. area (OOlVs) 


15,000 


15,000 


15,000 


15,000 


Cross hoiiseliolil circ. (OOO's) 


16,500 


12,000 


18,900 


16,950 


<^ \<>/iiii,' 


66% 


66% 


33% 


50% 


Solcil household circ. (OOiKs) 


11,000 


8,000 


6,300 


8,500 


l-n rck cost (OOirs) 


$59.5 


$50.0 


$58.4 


$62.2 


Cosl-pcr-l .000 noted iiiiprvssioiis 


$5.41 


$G.25 


$9.27 


$7.32 



Here K&E asked how to solve the frequency lag problem in 11 markets with four or more channels. Syndi- 
cation was more efficient than any form of spot in delivering noted impressions in these problem markets 
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How animal health brand blends large and small market coverage 




'INTERLOCKING' RADIO STRATEGY combining umbrella stations (large dots) with smaller market outlets (small dots) 
is device used by Henri, Hurst & McDonald for introduction of Super Iron Plus, a Myzon product for swine. White 
area inside gray area is duplicated coverage of the umbrella stations. Myzon is expanding its animal health line 



Farm radio's drug spending is up 



^ Aniiiial health iiuhistry may rephice larin niachiiu'ry, 
hyhriM corn as top-rankinj; ad category in the niediinn 

^ Hess & Chirk and Myzon Lahs are ainoii<j: the smaUer 
firms invadhiji fichl >vith skilltid farm radio usage 



TCIIIC VGO 
lie rapid!) cxpandiiig animal 
lu-altli iiuli)!-ti) \\liicli ii)( lii(lfs |)ro- 
prietarv (IriiLis and druj; feed addi- 
ti\ej- and is estin);ite(l as a .'^2.30 mil- 
lion l)iisine>s in 19f>() n)a\ xxm 
overtake farm macllinerx and livl>riil 
corn a> tlie to|) ranking client cate- 
gory in farm radio. 

'I he in(lu>tr\"» thumping sale^ in- 
crea>es (sales were SliO million in 
I'Jo l. S200 million in 19.")!li are parl- 
1\ due to the national ?hift toward 
farm S|)eciali/ntion. The farmer, 
along with his tit\ cousin, has he- 
come not onl\ a spceialist. hut a farm- 



l)u>ines:-man as well. i)|icrating his 
farm li\ the same tlieorx governing 
man\ husine.-ses : >horter lines mean 
longer |)rofits. The mndern li\e>tock 
priidneer is |)nu tieall\ a \ I'terinarian 
and. hence, alert to current animal 
drug de\ elopment;-. 

\nimal health reyearch. a major 
factor in li\est(i(k pr(idu,ti\ itv. has 
created man\ new connnoditii';-. Such 
e>tal)li:-hc(l wonder drug giant* a- 
l*fi/er\ lerranncin anil \merican 
Cyanann'd's \nreoni\ciii revolution- 
ized animal caie. th;'\ arc u|i 
again-t stilT competitinn from ^mailer 
liut rapidU grow ing i om|ianie» wlm^e 



new |)rodiicts and earefulK calcrdatcd 
marketing strati'gii's are invading the 
m jshniDming field. 

Some of the most >kilfully |)lanneil 
eiin)pi'titiiin come* from two firms. 
ea( li with similar |)rodn(t entries, hut 
using nniipie media-marketing terh- 
nii|Ui-» to gain farmer aii'c|)tan(e. 
I hey are lles> ^ (^lark la (li\i>ion of 
liiclinrd> Ml - Merrill. Inc. — formerlv 
\ ick Chemical). A^h^and. 0.. and 
M\/on Laborator ies. Chicago. 

Iles» ^ Clark condui ts twn separate 
promotional - a(l\ ertisir)g campaigns 
through its M ilwaukec-haseil agency, 
Klan-\ an I'ietersum l)nr)ln|). Inc. One 
is for the animal health division 
which market* packaged |)rodnct~ di- 
ri'dK til th • farmer \ia feed »tore» 
and iither farm sup|)l\ outlets, fm 
treatment ami pie\ention of |)uultr\ 
anil li\e>tiick disea>e. 

I he feed produi t^ divi-im -ells 
nitrofiiran drug additi\e» to manu- 
facturers of ponltr\ and li\p-tink 



SPONSOR • 9 JANUAHY 1961 



33 



Admen active in boom of animal drugs 




MAJOR PROMOTIONAL EFFORT of Hess & Clarl is for nf-lSO, poultry feed additive. 
Checlfng merchandising material are (I to r) Keith Ballantyne, assistant feed products manaqer, 
H&Cr E. E. Cooper, v. p. and a e at K-VP-D; Jacl James, feed products ad manager, also H&C 



NEW PRODUCT LINE of Myzon is examined by (1 to r) Lee Random, audio-video director, 
Henri, Hurst & McDonald; John Hartigan, Keystone Broadcasting System; Dr. Thomas H. Vaughn, 
president of Myzon; Michael Gray, Myzon ad manager. Myzon is Richardson-Merrill subsidiary 




feed. Of tilis ^roup, iif-liJO. (tnifle 
iiaiiif fur llic acli\i' drug fuiazoli- 
(loiiej is llie l)i<; itrni. H&C and its 
a<;<'iic\ lia\e devoted their major pro- 
luolioiial efforts to iif-l<!0 as a laying 
feed additi\e to iin|)rove egg produc- 
tion and over-all flock |)erforinance, 
and a'- a >\sine feed additive in the 
ration to prolect l)al)y pigs from 
certain specific diseases. 

\l)zon Laboratories, a 10-year-old 
film, purclia'-ed last year liy indus- 
lriali>t Eli>lui day. hoard chairman 
of RCA-\\ hiri|)ool. originally manu- 
factured water soluhle feed additives, 
chiefly for poultry. Under Gray's 
leadership and the direction of its Chi- 
cago ageiK-y. Henri, llurst & McDon- 
ald, Inc., the company has under- 
gone vigorous product diversification. 
In less than a year Myzon has intro- 
duced 2.') separate animal health 
products, plus I.^ feed additives. 

Indicative of the over-all industry, 
the two companies share common 
marketing prohlems \\hich thev find 
are isased when s|)ol radio is used as 
the kc} stone of specific, regional ad- 
vertising campaigns. 

Some of their reasons are fairly 
ohvious. such as radio's flexibililv iu 
hitting |(inpointed target areas, and 
the o|)|)orlunitv for fast coj)y changes 
as local agricultural conditions de- 
mand. Hul nioi e snhtic, and |icrliaps 
most impoiiant. is the farm service 
uiigl<: vihicli is accom|)lished through 
the radio farm directors. 

Su|(porl of the farm directors en- 
ables the advertiser to |)rojcct a good 
total image, and their help is invalu- 
able in launching new |iroducts and 
cNplaining llieir use. Since both coin- 
|)anics deal in e\|H'nsive connnodities, 
])r(itliicl education is imperative. As 
both companies attest, product mer- 
chandising sU|»]K)rl i^rovided by ra- 
dio -talion- is another essential in 
their over-all marketing ellorts. 

In llcss ^ Chiik'j. media-marketing 
])laiming. an<l iu its selection and al- 
location of budget dollars, radio is 
carefullv coordinated with jirinl to 
achieve over-all efTectiveuess in pro- 
moling nf-l!!() according to E. E. 
(hooper, v.p. KlauAan I'iclersom- 
Dunlaj). and ll&C account executive. 

From a sur\ ey conducted last year, 
11&(; learned that radio listeners did 
not fully understand the term nf-lP>0. 
So this \eai-. foi the first time. H&C 
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fXiMTimciitfd willi a radio jingle lo 
acc()mi)li.-'h ihc i)r()tlncl education joli. 
Till' chief co\n |)()iiil in liic jiiij;ic. m-I 
to a Dixieland heal, is "keep poiiliij 
|)roi)leiiis down . . . keep e^j; prodnc- 
lion uj) . . . uith rif-iiK) in their 
feed." 

Tiie >lralei;y used in station selec- 
tion for jin-ile >chethilin^ wa- to i)ro- 
\itle intense radio ('(ixeraj^e of the 
major |)oullr\ areas in the Midwest 
and the Caroliiuis. \ total of 10 sta- 
tions were used in the Midwest, from 
\ehraska llironf;h Ohio. alTordiiij: a 
co\erajre jjatteni wherehy jiraetically 
all i)onllry fanners in the 10->tate 
area were ahle to reeei\c one or more 
ll&C stations. An additional fwe .-la- 
tions w ere honpht to co\ er North and 
South Carolina. 

Three versions of the jinj;le were 
used — 30- 20- and lO-seeoiids — aired 
helween 6 and 7 a.m.. and again be- 
tween noon and 1 i).ni.. in or adjacent 
to farm |)rogrnnis. news, wcniher. and 
market rei)orts. On most of the sta- 
tion lineuj). the jinple is carried 
twice each day. fne or six days week- 
ly. Schethdes hepin prior to jioidtr) 
feed hujinj; seasons, in mid-Aui:ust 
for 10 weeks, and apairi in winter and 
spririj; for lo weeks, hepinnin;: in 
Jarmav) . 

A separate radio canii)aign for nf- 
loO swine nsape involves oiic-niinnte 
transcribed talk s|)()ts, hnt ll&C is 
l)lanning n jingle, for this. too. in the 
next cami)aii;n. 

spo^soR estimates ll&C's total an- 
nual radio ex|)endilnre at nroniid 
S300.000 for 1960. with ai)i)roximate- 
1\ S160.000 de\oted to the feed prod- 
ucts di\ i>ion. and .SI 10.000 to animal 
health. 

To aid the |)oultry farmer s ])ro- 
duction. ll&C conducts two si)ecial 
pnhlic ser\ ice i)roniotions, tied in 
with ijoint-of-salc merchandising. A 
new tyjie of flock iinentory chart has 
been i)rei)arcd by ll&C — a means for 
farmers to recortl their jirogre-ss in 
improving llo<-k ijerformance. These 
are available to farmers in retail out- 
lets where nf-180 products arc sold. 
As a follow-up to the Fl'l I full per- 
formance indexl campaign. ll&C is 
starting an FPI recognition awards 
program to name outstanding "Flock 
Managers of the Year" in each state. 

The critical testimony to Il&C's 
I Please turn to page -17) 




HORROR, In all its naked detail, was captured on film by KMTV newsman Leigh Wilson, who 
rushed to fatal car crash scene, despite his personal roactroa. stayed to photograph wreckage 



PUBLIC NOT SQUEAMISH 
ABOUT ACCIDENTS ON TV 



be |)hotograi)h abi)\e i,- ord\ oire 
of many such "shockers" captured on 
film, aiul making the rcjurids of Oma- 
ha schools and civic grou|)s loda\. 

Originalh telecast ovi-r KMTV, the 
lOO-jjlns feet of exclusive film, .-hot 
at the >ccne of Omaha's worst trafl'ic 
accident, is continuing to driv e home 
a message with the s|)ced and |)owcr 
of a rocket-i)ro])elled missile. What 
makes KM r\''s film of the aerideiit 
so iinusiial is its somewhat unprece- 
dented shock value plus the fact that 
its first run was com|)lel<'h unedited. 
Here, in brief, are the event- behind 
the story : 

In the enrlv hours of a Saturdav 
morning some two months ago. a ear 
( arrviiig ?ix teenagers and traveling 
at the rate of 70 miles |)er hour, went 
out of control and crashed into a tree. 
KM IA' new Milan Leigh W ilson, who 
was luoiiitoriiig |)olic(^ calls at the 
lime, heard the ambulance call and 
hurriedly -el onl lo the scene of the 
accident. 

He arrived at the same lime as the 
rescue s(|iind. .-el ii|) portable frie/e 
lights, and i)rei)ared lo i)liol()grai)h 
thi" rescue opi^ralioii. Ilierc was no 



rescue. I'ive of the jiassengcrs had 
been killed in the crash, the sixth died 
shorll} aflerwar<l in the hospital. 

Overcoming the urge to run from 
the iiiglilinarisli >cene of mangled 
bodies and smashed -leel. \\ ilsoii lei 
his camera roll. caU liiiig ev erv thing 
in clear, sharj) detail. Later he turned 
the film over lo his station's news de- 
partment. Their i)roblem: What to do 
with il? .Most of Saturdrn was si)ent 
debating over whether or not lo air 
such a brnlalK staik event before the 
public. 

An hour before llie 6 p.m. iiev\sca-l 
the .-lalion decided to show the film. 
There was no lime for t'ditiiig. I're- 
ceded bv an alert lo the audience, 
fantioiiing meiuber- of the viilim-' 
families, their friend-, the ver\ voung 
and the verv didicate not to watch, the 
film was >howii in its eiiiireh. News- 
caster Mill Talbot exi)lniiied al-o that 
the showing v\as not an attempt to ex- 
ploit the Iragedv bv accenling il- 
iiiorbidil v. but that il wa- the -ta- 
lion's hoi)e il might be an object le— 
-on lo others '■that the six might not 
have died in vain." 

[Please liirn lo ])nse 19 1 
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RADIO DIGS OUT DOG OWNERS 

^ Kasro liiids radio's coverage and economical fre(iiiency ideal lo rearli the 
difluse market. It {j;et.s hefty merchandising hoost in 26-niarket, 51-station pnsli 




MERCHANDISING reports from radio stations in the Kasco campaign get a going-over by the Donahue & Coe media team. Marc Ivey, account 
supervisor, is standee. Seated (I to r): timebuyer Harry Durando, media mgr. Gordan Vanderweirker, &erry Arthur v. p. In charge ot media 



I hi'- \(';ir, <))()t lailio"? •-liarL" of the 
K.ii'-cd (lop food ail\ I'l li'-iiisi l>ii(!j;ct 
led lo hil .">()'"; . f (iiiipai ('(I lo 
2()^f la-l \i'ar. lloa^oii: paiciit Corn 
I 'i I iili.'cli- anil ajrciH) Donahue & Coi- 
arc miplil\ ])l('a--('(l nlioiil tlir joh llic 
iiiciliiiiii (lid in tlic i i'jrional pi odni t '^ 
S('|il('iiil)ci -1 )('(Tnil>('i ill i\ 

■'We'll- after ailidl'^ in llie one oiil 
of foiii faniilie> lliat own dojis. aiii! 
-"pol radio peifcci foi n-. ^lale-^ 
Mail hex. x'liiiii airoiinl ■^npei \ i.'-oi 
in DM^s jiioi-erx prodiicN ili\isi()ii 

Kjiriii pii)\ide» ii-^ llie fi ei|iH'iie)' 
we need, williiii oin Inidpel. and nf- 



fer> effeiiixe eoxerapc of onlKiiig 
aieas. uhere a larpe ))erreiiiape of om 
•^alfs occur. \ikI lailio'- llexihilih 
pennih u-> lo tailor local cITorl.s to 
iiicel local pi ol)lein:i. 

\(liU media \.p. (k'l i > Vitluir. i a- 
dio'^; on-air elfeeti\cii('»> is of foie- 
iiii)>l inipoilanrc. Iinl the inediuiii 
aKo e\trcmel\ helpful a-- a "•-tioii'r 
local eiitilx." which can he a \ital 
trade eleiiieiil. "Kailio can add Ion- 
pe\il\ lo a cainpaijin. holh hefore 
and afler the actual period of the 
•-poK. Thioiiiili its ineuliandisiiijr 
Iceliiiiipie!*. ladii) hei<;lileii'- the im- 



pact of ihe connnci cial-^. and makes 
llic piodiiet salcMuanV joh iliat ninch 
ea'-ier. 

The hur<icoiiiiii> pel food iiidn?'lr\ 
engulfed the -j billion mark in 
I'J.iQ. readiinii S.)0fi.2.ia.000 aecord- 
inp; to the annual Fiunl Topics coii- 
•^umei ■"pendiiif; stud\. Tlii» i< 1.2*^^ 
ahead of llie IV.i!! total of 1!) 1.020.- 
(100. uliicli in tiiin \\a> Vi.(i' i aho\e 
the (Ifiiiie for 1937. the »ui\e\ >hi)u- 

Foi it-- l"^-\\eek cam))aipn in 20 
iiiaiket--. K.isi'o went all oiii for nit r- 
iiianili<in,!; extra'-, oi "-ak"- acti\n- 
tois."" to ii-e I )^KC tci miiioli>£;\ . Ilariv 
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li()ii>e oflt'ii >lici\\s an iiilcrc^l in llic;i Im)()>i Imlli Id inc ciiciii ;iii<l lliciii- 
(lojiV (lid. lii^ ear al^<) \\a? s<iii;;Iil.>c'l\ cs. wlio al>() j;aiin'<l piililiciu fium 
I'liciffoic Ka-iCd .-proad il> spots tlic cnnlcsls. 

which a\riaj;c<l So per neck, all mill- Tiic "■ Tcxa-. Oiuniraiij;if" -lation-. 
iitfs lhr()U<;ii(iiil the hioadcast <lay.|)i i)\ idc a \ i\ i(i iilii>tialii)ii of how 
riif cam[)aij;ii (•()\<'rc(i llic \cw Ijijr-iachu jravc Kasco pli'iiU of cvlia 
land >tulcs. wcstcni New ^ ork. iVim- iiiil('a<'c for its Ill()Il<'^. F.a< ii of liiriii 




Kasco gains 
extra impact 
from contests 



EXTRA MILEAGE, in tlu- form of iiicrcliaiulising 
support, waj; (loiiatod to Kasco by a larjie iiiiiiihcr of .-tatioii- 
ill its lineup. Frohahly tlio most cfTettivc hoost ^\as in the 
form of (log- oriented eontests. of ^\hi^■lI there were 25. SlI0^\n 
al)ove is the winner of a ''Pooped Pooeh"' contest nni by 
KiXUZ. Houston. Standing heliind Knssell Kehel of Pipper- 
kirk. the hedraggled canine, nre lii.s owners, Mr. and Mrs. 
H. R. Edgar (center), who are flanked hy Corn Products 
personnel W. F. Gill (1) and G. J. Stapleton. From the 
contests Kasco gained additional on-air mention at no extra 
cost, pins newspaper publicity. The station- supplied 
all ])rizcs except the product, furnished hy Com Products. 



Diuaiido. tiiii(d)ii\cr - iiicrciiaiidisiiig 
specialist at tlic agciicv discussed at 
h'ligtii with sales reps of radio sta- 
tions ill Kaseos distrihulioii area 
u iiat mer( liandisinjr support eonld he 
made a\ailal)le for llie client's cani- 
])ai^ii. Diiraiido |)ut special eni])iia- 
sis on contests re\ ol\inp: around dop:s 
hecau-e o{ the additional on-air ])ro- 
motion. |)(iint-of-sale aud |)riin pnh- 
licit\ sueii contests hring to liie client. 

\ot all of the ."il stations i)ougiit on 
i)ehaif of kasco caiiie up with nu-r- 
cliandisins. Some were included on 
sheer weight of niuleniahle top ral- 
injis wliicli the acKcrtiser could not 
ignore, hecause of its need for broad 
reach. Hi;t most of tliem did offer 
extras, and about 2r> agreed to llie 
sought-after contests. 

W hen l)i.C |)resented its list of sta- 
tions and their ])ropos<'<l merchandis- 
ing support to Corn Products, the cli- 
ent was dubious that the stations 
would do that nuicli for Kasco. but 
gave the go-aliea<l. The Corn Prod- 
ucts sales force was notified of the up- 
coming radio drive, and one re])re- 
sentali\e for each Kasco selling area 
was assigned to work with the sta- 
tions on putting o\er the merchaudis- 
ing program. 

While it's loo soon to tell exactly 
bow man^ stations came through with 
the merchandising as pro])osed. re- 
ports are in from a large nund)er who 
ha\e done so. The client has ex'- 
pressed great satisfaction at the ])er- 
formance. and Ivev has been ap- 
|)roacbed by representati\es of the 
client's other products who want to 
know more about spot radio's "ex- 
Iras" in terms of their own res])ec- 
ti\ e bailiwicks. 

D&C places great importance on 
the stations' re])orls as to tbeir mer- 
chandising performance. 1 he feeling 
is that loo often there is much talk 
about mercbandisiiig hut it is for- 
gotten due to the rush of day-to-dav 
res]ionsil)ilities. "'We re^•iew careful- 
ly the station reports, and since ibis 
usually is oiir only means of knowing 
what was done, the station which 
merchandises and doesn't take the 
trouble to tell us about it. is not in a 
good s<dling position when we organ- 
ize our next cain])aign." sa\s Arthur. 

Housewives, who do most of the 
bu\ iiig, were the prime target of Kas- 
co's radio s]iols. but the man of the 



s)Kania, Oklahoma, and Texas. 

According to ageiic\ calciihitions. 
the cam])aign deli\ered 1.000 adult 
impressions at a cost of 6.'^ cents. 
"W ith radio the wa\ we buy it. there 
is \ irtiially no waste circulation di- 
rected at children.'' ])oiiits out hey. 
The CPM homes is estimated at SI. 02. 
Xiimher of radio home- co\ ered : 
7,900,000. or l.'j.a^J of U. S. coverage. 

Stations were su])|ilicd with e.t.'s of 
60- and .'^()-second duration. This 
ga\c them the o])tioii to run the .'^0 
and add li\c cojn describing the con- 
test, or to ulili/e the 60 and talk 
about the contest in separate s])ots at 
no additional cost to Kasco. .Many 
stations cho.se the latter a])])roach. as 



ran a "Pooped Pooch'' conle-l where- 
in listeners were urged to submit |)ic- 
tures of their dogs looking tired, and 
the one judged the most bedraggled 
was the winner. Prize-, such as a 
weekend at near-hy resorts ])liis plush 
kennel accoiimiodatioiis for the lo|) 
\\inner canine, were siip|)licd 1)\ the 
stations. W'liciKwcr the ])rodiicl wa- 
inclu<led as a |)rize. Corn Produils 
furni-bed il. 

Coordinator of the contests, which 
were bea\ily promoted on the air and 
recei\cd broad new -paper co\ erase, 
was P'arl Fletcher, manager of K\OL. 
Ft. Worth. Other -tatioiis ])arli(ipal- 
ing: KBOX. Dallas: K0\0, San Vn- 
toiiio: KM'Z. Houston. ^ 
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HOW COTY'S DREW 
SETS TV MARKETING 

^ Wallaoo Drew, Coty Inc.'s alert iiiarkeling v. p., 
brings extensive Iv and radio background lo his job 

^ He sees stepped-iij) Iv and sjiot radio eamjiaigns 
for Coty's high-styled French jierfnnie-cosnietic lines 



Wi 



'II \\ all\ Drew joined Coty, 
Inc., FiL'ncli-ouned [jprfunic and toi- 
letries firm in 195'J. as \ ice president 
and marketing director, he brought 
with him o\er 20 ) ears' ex])erienre in 
all phases of radio 'tv ad\ertislng; and 
programing as well as ])ro(hict dis- 
tribution. Since he has been with 
Cotv, he lia.'- seen sales rise to nearl) 
two times \\liat the}' had been o\er 
the past )ear and a half. 

Drew is constant!)' on the lookout 
for sharp i)roniotions. While talking 
to si'ON'soR about ]ierfunied inserts in 
department store bills, he thought of 
offering perfumed enclosures through 
spot tv comnier( ials. made note of it. 
and ]>roljaltly got underway with the 
project before spdnsor's reporter was 



down the elevator of the Cot) build- 
ing. 5.1th St., near 10th A\e.. X.Y.C. 

Coty, and its ]iresident Pbili]) 
Courtney, are '"tv-oriented," Drew 
was (|uick to ])oint out. "We are al- 
wa) s looking for new w a)s to exploit 
broadcast media.'" he said. 

At present, Drew is working u]) 
some jn'omotion ideas for tv. similar 
to ones he has seen successfully pro- 
duced in most of the nation's to]) 
newsjiapers. W ith the introduction of 
the Enieraude line of Coty fragrances. 
Drew and lii.s adverti.sing department, 
worked out jirint ])romotions with de- 
partment stores, through which most 
of Coty's dl.stribution and sales are 
handled. wherel>\ se\eral other manu- 
facturers would share full-i)age ads 



with Cot\. In most cases, the accom- 
l)anying advertisers were glo\'es, jew- 
elry, and other women's accessories 
that mav be purchased on the main 
flijors of "'prestige ' dejjartment stores. 

Drew would like to inaugurate a 
similar t\pe campaign through tv, 
with the de])artment stores acting as 
springboards, in coordinating other 
small-budget "bigh-])riced item" ad- 
\ertisers to share 30- or CO-second 
commercials. 

In discussing cosmetics and toilet- 
ries high advertising/sales ratio, in 
terms of Coty products. Drew made 
the following comments: 

"Those big cosmetic firms that do 
their business volume through depart- 
ment stores work on a somewhat dif- 
ferent a/s basis than the popular 
]iriced lines which are sold through 
siii)erniarkets and drugstores. The 
finer companies are stuck with the ex- 
pense of pa)iiig demonstration fees in 
department stores, and this eats up a 
big chunk of the advertising dollar.'' 

Coty 'spends about 60'! of its S2 
million ad budget in tv, mostly in 
?pot. This }ear. however, it is 
sinking a good portion of the tv budg- 
et in ABC TV daytime ])articipations. 

The Coty girl is now extinct. Dur- 
ing the last few \ ears, through BBDO, I 
Coty's connnercials have been de- 
signed to j.ell the ])roduc't. rather than 1 



coty's marlteting v. p. Wally 
Drew (far right) examines ihe 
package for Coty's new high- 
priced L'Or perfume ($60 the 
ounce) on his recent trip to Paris. 
With him are (l-r) Fernand Tour- 
tois, dir. of research-development, 
Coty, U.S.A., M. Roubert, per- 
fumer, Coty, Paris, Marcel Pin- 
teau, dir. technique, Coty, Paris 




lean to iii>liliitii)iKil irdM-itisiiij;. .-nid 
Drew. 'I'lific lia\(> bci-n st)li/c(l com- 
iiRMcial^, soft iiiiisic.al hacklirouiKls. 
ami idciitifirations witli picttj girls, 
sucli as ex-Miss Aiiifrica \a'c. Aim 
McriwcatluT. '''I'lic net result was to 
l)uilil a new image of ('oly as a >onii{:. 
agijicssive eoinpain. and \\e"M' liad 
siil)staiit ial sales increases." said 
Drew. 

Coty has expanded its distrilurtion 
in (Iruj;- and department stores o\ei 
the past year. ''We don'l want to 
compete with less e\])en.*i\e lines, so 
we're steerin<; clear of dime stores 
and supermarkets." said Drew. 

Drew reeentl) made a niii(|ne trip 
for a marketing director, lie accom- 
panied HHDO's associate media di- 
rector Fd Koehler on a limel>ii\iiig 
trip "Id a nnmher of cities uhere 
Coty husiness is helow ])otential." 
Here Drew was ahle to draw on the 
experience of his first advertising joh. 
on the I'eiin Tohaeeo account at lluth- 
raiilT & Ryan. Chicago, whore he made 
numerous marketing field trips, ac- 
quainting himsidf with station per- 
sonnel, markel characteristics and 
dislrihulion techniqueii. In many of 
the markets he and Koehler visited, 
tliey hought short spot tv flights of 
up to 400-500 rating points, '"es- 
tablishing a chief dominance for a 
period." he told SPONSOR. 

"I happen to like spot Iv because 
of its flexibility,'' saiil Drew. "With 
spot you can go in heavy and cut 
back if need be, you can tailor your 
ad\ erlising to )our ol)jeeli\es. some- 
thing von can't do with network." 
said Drew. 

He was quick to compliment the 
networks. howe\er. on their new par- 
ticipation buying formulas. "Until 
lliey did this, networks were open to 
complaints of smaller a(Kertisers. 
lliey wouldn't recognize anyone with 
an under S5 million budget. If an ad- 
vertiser had nuilli-pvodncts. he would 
get o\er-eoiniiiitlcd and lose llexibil- 
ity." he said. 

Coty uses spot radio, but to a les- 
ser extent. "Spot radio is defmiteh 
an area which we ought to explore." 
Drew said. 

It was here that lie got a bit nos- 
talgic about ''the old days " and the 
beginnings of bis career. 

"I wish iv loda\' were as clTecli\e as 



Tv ads help create 
high-fashion image 

As Wally Drew points out, Coty wants to 
promote a tiigti-style image ttirougti Its tv 
commercials and print and in-store displays. 
Drew would nice to tie in fine ladies' accessory 
products with Coty cosmetics In tv spots au- 
thoriied by prestige department stores In 
various marliets, as has been done in print. 
Coty's commercials now feature beautiful 
women, soft-music, a strong accent on luxury 





radio was '2'i _\cars ago in creuting en- 
tluisiasm," saiil Drew. 

The first 10 >ears or so of Drew's 
e\tensi\ e ad\ ertising career were eon- 
eentrated bea\ily in radio ad\ertis- 
ing. \\ hen he joined UulhraulT 
l{)aii ill 1937 on the I'enn Tobacco 
Co. account, he not oiih bought pro- 
grams anil markets, but also wrote 
coiiiniereials. 

Between 1937 and 19 H. Drew 
claims be \ isited e\ei\ town in the 
U.S.. meeting station managers, news 
announcers and personalities, "from 
these four yars, I picked up a beauti- 
ful picture of radio and the effe< t of 
ad\evtisiiig in selling merehandisiug 
and distribution."' be said. 

Vfler a fi\e-\ear stint in the \rin\, 
as an engineer oificer in both the Fu- 
ropean and Pacific theaters. Drew be- 
came assistant a(b ertising manager of 
Xorwich IMiarniacal (]o. In Febriiar\ 
of 191" he joined liristol-M j ers as 
assistant aiKerlising manager, then 
became adv ertising manager and pro- 
duction nuinager on Ipaiia. Vilali~. 
Sal llepatica and deodorants. 1 b" re- 
mained with IJristol-Mv ers until I9.>l 
and he worked on the Ureal, the Hunt: 
radio and t\ (piiz shows. 

Drew ( lainis 15rlst(d-M\ ers wa* "in- 
spirational ' to liim from a siandpoiiit 



of business ethics. "1 would like to 
])ay tribute to lirist(d-.M\ ers and Lee 
liristol.'" he said. " 1 lun ga\e me an 
insight into bow cas> it is b)r an ethi- 
cal c()inpan\ to keep a tpii/ show 
straight."' 

Vt Bristol-M\ers. Drew began to 
formulate his broadcast media phi- 
losophies, lie sa\ s of network: "Cen- 
erally companies with network can t 
afford to h) po certain markets with 
spot, but good network shows ofTer 
economies that \oii cant get with 
spot." 

He grew nostalgic when thinking of 
iietwiirk radio in the da\s when he 
was w ith Uristol-Ah ers. as l ompared 
with network tv now. " \[ that time a 
top-notch network radio program wa' 
around SI million a \ear. \ow net- 
work t\ shows run between .8^0,0(10- 
.SIOO.OOO a \M-ek."' he said. 

In the Slimmer of 19.5-1 he joined 
(JrcN \(b-. oil the Meiiiien account. 
I nion I'liaiiiiatenticals. Whitehall 
IMiarniacal. and .')-l)a\ deodorant pads. 
From there he went to Cuiiningliam & 
Walsh in 19.56 on Colgate. WalcbinaV- 
er-; of Swit/erland. Vmeriean C\aiia- 
inid and i'harmacraft accounts. 

.Maii\ of tbc~e accounts luiil inncli 
smaller budgets than r>ristol-M\ er~ 
il'Ica.'ic linn lo pope U! i 
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'EITHER END' is the Manger Hotels coffee version of NTA's 'Open End' panel show, which features David Susskind (simulated, second from left). 
The adult-level, taped spoof is designed to attract attention in the highly competitive New York coffee market to this heavily Colombian blend 



Can tv sell a new coffee in N.Y.? 



^ jMangcr Hoh'ls brand is out lo crack llic market with 
air media drive heavy on ingenuity, uovehy, creativity 

^ Tv s])ots phiy with 'Open Eiul' format, use olT-heat 
projection method, tie in with ads for Coh>nihian hcaii 



I ^Mrk, •>uli>tiluliiig iiiiicnuil} 
foi l)ig iiioiit'}, Manger ll<)lfl> cofTcc 
out Id v\in Aew ^ oikeis away 
finiii ^oiiu' .30 oilier l)raii(l> already 
tlreiiiliing: tlial luaikel. 

AiiKdig llie (■()iiipiiiienl> of Man- 
gei "~ si ratagem : 

• Adiill-le\ el 1\' ^poli ta])('(l \ ia the 
olT-l)oat "live-aclioii-st ill" lc(liiii(|ue, 
iiiili/iiig a mock \er!-i()n of XTAV 
Open hnd ])aiiel sliow. 

• I'a rl ici pa I ion in Open End 



iWTsTA-TX ( which hegan Nc^terday 
f8 Januar\ ). and in llie (rarrowa) 
>hou l\VM!C-TV) starling ahoiit 1 
Fein nai \ . 

• The fiisl large-scale tie-iii with 
the million-dollar promotion thai has 
heen run on behalf of Colondiian cof- 
fee, whieli makes np a ^ld)slantial 
peieenlage of the Manger hlend. 

• Spot radio exposnie. n«ing Iv 
eoinineieial sound track? part of ihc 
lime, via WNEW and WCl!?, to 



slarl sometime around 1 Fehruar). 

"Were striking a Mow against 
connnercial tedium." sa\s Adrian 
I'liee. \\e\ton account super\ isor on 
Manger Hotels coffee. "In ouler to 
open up ihe single most conipelilive 
coffee uiaiket in the coinitrj. we felt 
ue had to develop an unusual and 
notewortln approach that would set 
our hrandV adveitising far ahead of 
ih*' usual eoflee eounuereial?. 

r\ spols for Manger eolTee. former- 
1\ sold ouh in I he ear-old chains 
holcK. re\oKe around a three-mem- 
l)er "panel" and its Susskindesijue 
modevalor. 'riie\' are sealed in llie 
familiar Open End selling, around a 
colTee table well-slocked with e{)n'ee 
cups and jugs (but there's not a cof- 
fee bean in sight). The actors' ges- 
i l'h'asc turn lo pa^c -IK) 
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INA'S YULE RADIO P.R. PAYS 



^ lusurauce (.■♦mipaiiy's auiiiiiil 'Siiiji Willi liiiiji" biiv. 
brings Yiiloli<linfj;s l<> lisloiicrs aiul jj;«)o<l>vill lo sponsor 

^ Thanks for llio niolody" say llioiisands of lislciirr 
Ifllfrs from phu'os in U.S., Canada, Alaska, and Hawaii 



Wle the liisuraiipe Co. of \orth 
Anieric;i first liouplil C15S UadioV 
Christmas E\ e proprniii. /( //// 

Biiif:, six \('ar? ago. it was iiitfiided 
only as a Yulctiile greotiiij; from the 
eompany to its j)olir\ liohlers ami 
(listrihiitor agents. Instead, and 
quite without intent, the jund)o-.-ized 
Christmas salutation reverted itself 
into a working puhlic rehitions 
stronghold for the sponsor. 

The program, it was soon dis- 
co\ered. filled with melodious good- 
will-to-all-mankind, had warmed the 
hearts of thousands of holiday-s|)ir- 
ited folks in eountless home.s. auto- 
nioi)iles. in truoks making tinnr way 
along work-day routes, and a variet\ 
of hu>iness e.-taldishments. through- 
out the V. \laska. Hawaii, and 
Canada. 

The program, which is heanied out 
o\er 200 Cr>."^ stations with .^6 Ci?C 
outlets, i.- |)ioked up In the Voire of 
America, and the Armed i'oree.- .Net- 
work, also. 

The result: a flood of letters from 
listeners has washed o\er the insur- 
ance com|)any's Philadel|)hia head- 
quarters and hraneli oHices through- 
out the world, as well as the net- 
work and its afliliated station-, for 
man\ weeks after that first \ear. and 
for the ensuing \ear# of s|)()Usor«liip. 
to the just-past Christmas. 

The letters share a likemindcdness 
in conte.xt: all say "thank you" for 
the nnisieal salute to Christmas. Most 
of the letters urge that the eom|)any 
continue s|)onsovship of the |)iogram: 
man\ go into detailed (leseri|)tion of 
touching family scenes, lislcning to 
the |)rograin while decorating their 
Christmas tree. 

\ comment from a recent listener s 
letter puts into words the feelings 



generaih c\|)ressed: "the program is 
a l)ig |)art of Christmas for our fam- 
il\." ami. "its wonderful of \ou to 
s|)onsor it ! " 

The wisdom of tiic .*^V//£; iiilli Biiip 
l)uy. |)ia(etl h\ the I'hiladelphia olhee 
of \. W. A\er for the past six \ears. 
has heen |)ro\ed 1)\ repeated demon- 
stration of |)roniotional-ex|)loitatiou 
"|)hises.'' And as for institutional 
advertising, the annual spectacular 
has turned out to lie a to|)-|)restige 
investment. 

To the agents, the |)rogrnm consti- 
tutes a .salute to thciv inde|)en(lence. 
It also provides the hasis for full-- 
scale mailings of window dis|)lav. 
poster, mail-insert and on-air s|)ot an- 
nouncement material, in short. Siiiii 
itilli llinf: is a very iiighlv mercdian- 



(liscd |)iccc of institutional ad\ ci tising. 

The com|)an\ itself, its fn'M furee 
in the I . S. and the almost lO.Odd 
employees overseas, go allunt to |)ro- 
mote the hroadcast. '1 he sponsor 
places ads in 22 insurance traile |)a- 
|icrs ;ind prc|)arcs mailings to |)ronio- 
tion men in the CBS radio st.ilions. 
It also sup|)iies its agents with 
-tickers, radio scri|)ts. wiu(lov\ di-- 
|)la\s and newspajier mattes. \s an 
extra tou(di. all mail coming ont of 
IN \ during the pre-Christmas sea-on. 
jiears a special Sliii; ii itli llinff jxi-t- 
mark. 

1 he insurance coni|)an\ s connncr 
cial message which reaches ;m esti- 
mated million and a half homes each 
\ear (accoriiing to a study made tv\o 
years ngo». is strictly soft-sell, based 
on com|)an\ growth and hai-kground 
and a rundown of the agcnc\ s work- 
ing system. 

Troni all iudications. budget pi-r- 
mitting (and if listeners have a s;i\ in 
the matteri. it's likely that i\\ will 
continue along with this mode uf 
■•|)reaiiing holiday cheer, and chalking 
U|i com|)anv gootlwill. ^ 
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istlie shape of 

/HUAun 





The tremendous impact of tlic tape revolution on the 
ereation. production and economics of TV is being 
feh increasingly in all areas — from network and spot 
commercials to dramatic shows and other program- 
ming, at both national and local levels. Here, on the 
next page, are some of the pleasantly surprising 
things you ean expect when you turn to tape to shoot 
your next commercials . . . 
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6 proved ways "SCOTCH" BRAND LIVE- ACTION VIDEO TAPE 

brings new quality and savings to your TV commercials! 




The picture "lives" on "Scotch" niuvn 
\'i(loo Tape . . . sav.s In llip \ tower. ' It":; 
lia[)|ioiiin^ riplil nowl'" The pxlnionlinary 
\ isiuil prc.-rnrr of \ i(|po lapc. its real an- 
llionlii'ily of fonnil~, proviilo a now dimen- 
sion of liplio\ al)ililv to coniniorrial or sliow. 



Immediate playback in a mat lor of 
poponds lolls llio proiliicor. dirorlor. per- 
forniors, ramora cvcw wliollior liiis ' lake" 
is llio ono to koop, or wliollior a scronil will 
fidil wortliwliilo value? of li^liliiip. foriis, 
paoins and ilolivory. No proeessins; wail. 



Tape saves days lioraiiso of ilir uninlor- 
rnplod work soliodiilos il make- pii--ilili'. 
Yon rompliMi' assifintiirnls in lo»- liino. llicn 
go on Id the noxl willioni the di-lraiiion of 
unfinisliod liiisinoss. It liolps srlirdule Uili-nl, 
Pliidiiis, orews ollieionllv. 




Fast editing is a video tape fealiirr. lis 
amazing lloxiliilily lels you make lasl- 
miniiie ehangos. Sijzlil or sound Irarks ean 
be erased and redone s|ioodily. Xew seenos 
ean lie inserted and eoMi|)leie rearrancenieni 
of elenieni- efTeeleil al liie last inomenl. 



Special effects maehinrsnsed in video lape 
reeordinp make pos-iWr an unlimilod se- 
leelion of eflerls. Wipes, maleh dissolve-, 
pixie and p'anl people, eondiinalion of ani- 
mated earloons and live-aelion people, 
zooms, supers — video lape does llieni all. 



Speeds up approvals. Client a|iprii\al <il 
eonmierrials ean lie luid tlie same dav lupine 
is nijdel W lien lape is llie medium, tlie men 
wiio make ihe elient's decision l an In" on the 
scene to pi\e their ap|iri)v;d when enlhu-iasui 
is \\\!ih. No proee--:in2 delavl 




"Scotch" brvm) \'idro Tape ha? 
ushered in a new T\' a.sel Alone with 
audihle range and in-lrinneiitalion 
tape?, il was originated and pioneered 
by 3M. And it is tlimugh eontiuuing 
and pioneering re?eareh that 3M is 
known and recognized a? world leader 
in the dc\elopmeiil. inaniifaelure and 
dislrilnition of ipialily magnetic tapes. 




Send for: "Ttie Stiow is on Video Tape," 

a new hookici of ea~e studies on the taping of network 
commercials, drama prosranis, and local "spcrlaculars. 
Kn(dii-e in coin to cover mailing and lumlling 
e(wt>. W rile 3\1 Co., Box .3.'inO. Si. Paid (). \hnni--ola. 



•'.-^COTCn-.nd llif plaiil d<-ipn arr r.-p.TM.'. of C... S(.rai.l r,.M,nn 
KxjiorC '.W Park. Ave, .N*-v* York. CanatJa l.onilon. Onianx. i l'«i<> 3M Co 
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tUIACTUtlMS tOMPAHt^- 
...WHIII IISIAICM IS tHi KIT to tOMOIIOwX 
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With this year's tv business uncertain, SPONSOR ASKS: 



What are your predictions 

for tv in 1961? 




John W. Cuider, president & nen. mgr., 
irM'nr-TV, Mi. W'nshmgmn. Me. 
Rcappraisiil and rcorioiilatioii will 
lip the iheino* for t\' hioailcasiers in 
1961. Xctwoik*. individual stations, 
the \A\l and ihc trade prcs? will 



Business up 
modestly in 
spring, willi 
new Iiifih.s la.'il 
four iiionllis of 
1%1 



e\aliial(' anew tlir relaliiin of Iv to 
llie millions il sene^, and licensees 
will e\ ideiire an unprecedented ron- 
sriousness nf their I'ublir Ser\ ire oh- 
lijialions. 

Congres? and ihe FCC will pause in 
ihcir r\ploratati\ e and invesligalive 
program? and will frame poliiie;- for 
a new era in ihe federal regidntioii of 
hroadca^ling. There w ill he a striking 
siniilarily helwren ihe ohiigalions of 
llie go\einnienl and llie vohmlar\ 
purposes of ihe induslr). See. 315 
will not he repealed in 1961. 

\oinial programing will he given 
more eniphn'^is as againsi spol euver- 
ape of special evenls. Innnediacv 
of co\cragc will \icld to more orderh 
and heller prepared eovi-rage in dcplh. 
All nelwoiks will piodnee more salis- 
fvirig public affairs jirogranis. par- 
liallv hecaii.-e sponsors will shov\' 
greater interest in supporting iheni. 

I'inclied hy ihe [)rofil sipice/e he- 
Iweeii incicased ( osl-. and sales re- 
^islaiiee to higher prices, agencies will 
Irv to gel move for their dollar. Tlme- 
Imvers v\ill he more insislenl upon, 
nnd graleful for. l eim aiil information 
ahciiil Malions. and llieir audiences 
I iiol onlv i|uanlilalivelv hiil ipialila- 
li\eh and hv erononiic<. sex and ago 
itlenl ifical ion I . Crealer reecignilion 
will he gi\eii lo lele\ isimi markel< 
■i< ihey exist in realily. and less reli- 
iriic placed on melr(ppolilan niaikels 
;r Iradilionallv dcfnied hv llie liuienii 
ol renins or as developed veais ago 



hy city newspapers for circulatory 
statislics. 

"Total Home ^ iewing" as directly 
researched will increase in impor- 
tance as the measuring slandard for 
CPiM instead of "Metro Ratings" 
which al hest were only an imperfect 
ineaiiP of estimating total homes v iew- 
ing. 

Programs will show unusual ini- 
prov emeiils in ihe fall schedules. Ad- 
vertising will he up inodeslly in the 
spring, will he off lo an early fall 
start and will hit suhstantial new- 
highs for the last four months (of the 
year). Ivhieational Iv ^^ill have ils 
liest year l)y a wide margin. 

Some critics will continue to scream 
ahout the failure of tv lo mi>el ils 
challenge, hut millions of peo])le will 
contentedly and f[uietly aece])l as a 
matter of casual fad the speedy and 
vivid news coverage, sujierior enter- 
tainment and the v\ ide range of pro- 
grams for every tasle upon v\hic}i 
lllev relv from ilav lo dav. 



W. Thomas Hamilton, general 
manager, irXDV Radio & Tr. 
.South Hend-Elhhart, hid. 

In keeping v\illi our expanding 
eeoiioni) (despite a first (]naner busi- 
ness volume easemeiil according to 
piiiidils and induslry i-lairvoyanls) 
and population, dollar %(dume for 
television will increase in 61 over 
'60 by appi oximalely 7'~'r. This 
increased volume will he credited 
to nelwoik and local sales national 
spol inav tread water a.- the effects of 
the recent \PrU.A and S \G agrce- 
meiils make themselves fell hy v\a\ of 
increased laleiit h'cf for >[>ot com- 
mercials. \s a matter of fad. >pol 
looks like it mav well have rough go- 
iii'.; cauglil between the ^qiiee/.e of 
higher talent costs on the one hand 
and increasing competitioii from net- 
work "flexihililv" on tin- other. AU'- 
(liniii-si/ed marLet> such as South 
liend-Elkharl and smaller oue> will 
feel like a 10-liigli ^traight caught be- 
tween a flush and a full lion.-e. 



Despite over-all raised volume the 
strong ])rofit ratio.s of "59 and '60 
will be harder to come f)y in '61 he- 
cause of rising wages; slightly higher 
facilities costs: higher prices on fea- 
tures I post los and '50's I and syiidi- 
cales; and the need for ujrped local 
promotional activities with resultant 
expanded local promotion hudgets. 
All these will work against fal profits. 

Now that all three networks are 
within rating decimals of each other, 
the com])etilion for shows and spon- 
sor dollars will he at a white-heat in 
'61. This eomjjetilion augurs v\ell for 
the image of the industry with both 
the public and Washington for il 
should bring forth some new and ex- 
citing programing in the fields of 



.Medium and 
small markets 
irill feel 
squeeze: liipher 
station opera- 
tion costs 



entertainment and in documentaries, 
news and public affairs. 

There is a growing confidence 
among nelworkj. and stations that 
new idea? and experimeiilalion in 
pi ograming should he giv cn more ex- 
pression and expoMire — with conse- 
ipient increasing public and s])onsor 
a])proval for '61. Much of this new 
altitude can he traced to tougher 
inlraiimral competilion. Network af- 
fillale? in general have their fingers 
crossed that ihe networks, despite the 
lieav i(>r eompelitive pressures ()f 1961 
will hold ihe line price -wise v\ith 
agencies and advertisers. 

Because of jjo.-isible diiiiinulion nf 
spot revenue in '61 nmre persistent 
culti\atioii of local and regional ar- 
connls v\ill he on the upgrade par- 
tieularlv in larger inarkels— and at 
a mcst vigorous ])ace in the inediuin- 
.-izcd and small markets. 

With ihe hig-broiher-is-v\ alchiiig 
psvcliosis pre\ ali'iit in the coimmmi- 
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cali<)ii> iii(lii-lr\. >l;iliciii opciMlois. in 
'61 will !)(' iiioic tiiicclh at llie iicim 
in •;iii(liii;i lli.'ir |)i()|it'il\ "s pioiiiaiii 
fare and comnumih arlivilics in a 
vein iiiort' con-oiuiiil willi thai iiii- 
[(oiulfi-ahlc "ill llic i)iii)lir iiilcre*!, 
iiccc— -ih . and com I'liiciicc." 

La!-ll\, il is failiiiic picdiciioii 
for I'Xil lluil llii' niiicliinalijincd 
but liinldy iiiipoiiaiil and xaluaMc 
tini('l)ii\ iiip fraleniilx |)a\ moro. 

alleiilioii lo a elation'!; ima};(\ i|unlil\ 
facltii . -all lt)c;d \ ice. niaiiajii'- 
niriil lu'ipoiuiel. projiiaiii and piodiir- 
lioiMiliiiitN'. and ciiaiaclcM- slandiiif: 
in a <;i\(Mi iiiaikii when niakiiip: the 
buying decision bnl will also, ala^. 
fail \ iclini again in a majorily of ca>es 
lo liic ■■nuinl)iTs'' lial)il. 

Robert W. Ferguson, cxeauivc v.p. 

A-gen. mgr. WTHF-TV. rhi rlin,^, rest Va. 

One of the major liapponiiig- 1 look 
forward lo in llic scar 1961 is an ex- 
pansion of the polic) llie nclwoiks 
started so well in in regard to 

their presentation of more and betler 
public affaiis programing. \ii(l the 
fact tluit they ha\e rccei\ed such ac- 
claim from all (piartcrs 1 think will 
definitel\ encourage moie blue-cliip 
ad\erlisers to sponsor inaiu of these 
shows. 

1 also have a feeling that 1%1 will 
see national advertisers putting more 
and more of their over all budgets 
into television in botli network and 
spot. This trend has increased stead- 
il\ each \ear and I think it will con- 
tinue to be pre\alent in 1961. 

1 think 1961 will aUo bring about 
some long-awaited (dianges in the area 
of program packaging. The particu- 
lar sore spot, one which l iii >ure has 
bothered a number of station opera- 
tors, has been the continuing trend of 
violence in much of the package pro- 
grams that are distributed. With all 



\alioiial adrer- 
liscrs ii ill place ' 
more nj their 
over all l)U(ls.els 
into ir 



the furor that has been iais<'d I 
think tliis year will see the various 
package producers make a sustained 
effort lo lessen the amount of violence 
on llie programs on l\. 

In the area of coinmerclal tv I also 



look foi the iialioinil atKrili^ei>- lo 
become more p;ii tirnlar in their -idec- 
tion of -tnlioiis in \arioii~ niarkel^ 
and I lliink an important factor of 
their selection polie\ iniglil V\ell be 
the coinniunit\ image a station has 
and il> adiiereiice lo good broadcast- 
ing p(dic\- \ ia ils ;n-ti\e support of 
the Hroadea-I iiig ("ode. 

In the realm of ("ongrc^-ionai in- 
tere-t 1 think 1961 will find ;ill t\ Ma- 
lions subjected lo a much elo<ei 
sciutiiu b\ not just the saiiou^ gn\- 
eriiment agencies concei ned with t\ 
and l\ -latioiis and policie-. but b\ 
(.ongrcs-= it-elf. 1 he purposes and 



policie- o( t\ -talion- and ntlwtnk- 
in their public -eixice. public ;ilfaii- 
aini o\er-all prograiniiig i llorl- I fc-el 
will bi' coNcred to greater degic-e iIkiii 
f\er befoie l)\ llie go\ I'rmnenhi I 
bodie- re-pon-ible fur bio;idia-t. 

I'inallx. I think that the major 
( liiinges in lele\ i-ion for 1961 will be 
brought about 1>\ the people rc'-poii- 
-ible for so main change- in l\ the 
l\ \iewcrs. And -o long a- llie\ arc 
conleiil. plea-ed and i-iilei t jiiied willi 
llie gieat \ariet\ of telex i-ion ;i- pie- 
-ented loda\. t\ s program prodncl- 
will continue lo be welcome giic'-l- 
around a home. ^ 
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This the PLUS factor llial niake- 
OC-T\' more exciting — more 
iiitere-ting — more effective than llie 
coinpelilion. \es. more loc;il 
programming for honieiiiaker-, 
for sports fans, for youngster- . . . 

all lliis in ntldilion lo M?C, 
lop AliC show- and tlie Ite-t of ihe 
syndicated -hows. 

Tlie-e are llic people iliai l)uy 
products ill llic nalion's tTlli TV 
market. .More llian 2 billion dollars 
in retail sales ring on llie 
retailer's ca-h register. Over t3".(X)0 
T\' homes are within the 12 
coiinlie- of W'()C-T\"s coverage area. 

\iid to liclp \ou get llie maxiuiiun 
number of llic-e dollars \\ ( )C-T\ 
specialize- In elTccti'vely eo-ordinaliiig 
and merchaiidi-iiig \our buy at 
every le\cl — the broker. wh(de-alcr. 
direct *ale-riinn, key bu\er a- W(>ll a- 
llie retail outlel. 

Your PGW Colonel ha- all the fact-, 
figures and other data a- well a- 
day by day avaiiabililie-. 

5ee hlni loda\. 
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FRESH MONEY! 




Research Triangle Park 
Unleashes New Buying $ 

You have a new, solid reason for sched- 
uling WPrr. The North Carolinn Re- 
search Triangle Park has progressed 
from "dream" lo reality. Early eslimales 
thai the Park will allraci researeh in- 
stallations employing 7,000 persons ap- 
pear conservative. 

FIRST to be completed wrjs the multi- 
million dollar Chcmstnind Research Cen- 
ter. Following elo.sely will be the Re- 
.search Triangle Institute hcadquai ters, 
the llrcyfiis International Center for 
Polymer Researeh, and the U. S. Forest 
Serviec eastern regional laboratory. 

MORE Will FOllOW. the three institu- 
tions whieh form the Triangle already 
provide the largest concentration of re- 
search personnel in the South. (North 
Carolina .State at Raleigh, Diikc Univer- 
sity at Durham, the University of North 
Carolina at Chapel Hill.) Now, with the 
4,600 aere Park a going operation, the 
future development will be substantial. 

SCHEOUIE WPTF. . . a better buy than 
ever. And don't hesitate to eall if we 
can help yon or your Southern manager 
open doors in this exciting, new segjiient 
of our market. Our towers arc practi- 
cally next door to the Park and we arc 
intimately familiar with the area's trade 
patterns and potential. 
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National and regional buys 
in icork noiv or recently completed 



SPOT BUYS 



TV BUYS 

Welch Crape Juice Co., (nc, Westfiekl, Conn.: Schedules for its 
juice.s and jellies liegiii in 17 selected major markets the end of 
.lamiarj. Flnceiiieiit?: arc sc\ en eiglit weeks iisinij day ininutes and 
20"s, with some early and late iii<;httinic. Ilincv: Shirley Wcincr. 
\gcn('\ : Ricliavd K. ManofI, Inc., \ev\' ork. 

Lever Bros. Co., York: Its usual early \car activity with dny 
and early and laic night minutes, and some jivimc, heing set for the 
soa])s and detergents. On Silver Dust, ahout 30 markets the middle 
of tliu mouth get siv ueck jdaccnients. Boh Hridge is the buyer at 
SSCSH. \ew "^ork. Do\e, out of Ogilvy. Hciison & Mather, New 
\ovk, rene^^■ed and added some markets early January for 52 weeks. 
\\'hi>k, I5HI)0. \e^^ York, also began for 52 uceks, in about 15 mar- 
kets. Schedules on all were ])laccd for \^ weeks through Needhain, 
Loui.- & Ihorh)-, Chicago. 

Norwich Pharmacal Co., Xorwieh, C'onn.: l\cv\ schedules on Pcpto- 
Hismol ^tart 10 January and run through 13 February, in about 125 
markets. 15u\s are for ])rinie 20's and early and late night minutes, 
moderate frequencies. Bu\ers: Jack .Scanlan and Hill Wattersoii. 
\genc\ : licnton & ^o^\le^. \e\v York. 

Peter Paul, Inc., Xaiigatuck. Conn.: (]am])aign for its new I'ctcr 
I'aul Almond Cluster candy bar begins 16 January in about 50 mar- 
kets. I''ringe minute.*. ])referabl) early e\ening. are being bought for 
nine w(!cks. Buyer: Joe I)e\lin. Ageiic) : Daiicer-Fitzgcrald-Sani- 
|)le. \e\\' "^'ork. 

General Foods Corp., Post Div., Battle Creek: Schedules for I'aiig 
begin this month in alxnit 15 markets. Moderate frctiucncicis of ])rinie 
l.D.'s and 20"s \sill run for fom' weeks. Bnver: Hogcr Jones. Agency: 
"^omig »^ Bidiicani. New ^ ork. 

R. T. French Co., IJocbcster: I'lanning a cnni])aign to introduce a 
now ])ri)(lnct, Fr) iiig Potato, as soon as distribution is cleared, prob- 
ably late Kebrnar\. Schedules of dav iniimtes will be bought in 
iibont 25 markets. l!ii\ers: Mario Kircher and Carrie Scnatore. 
\gcncy: J. \\'alter '1 honi])son Co., New 'I ork. 

RADIO BUYS 

Crovo Laboratories, Inc., St. Louis: Minit Hub schedules begin 
this inonlii in ab(nit 2(t markets. I)a\ minutes. 9 a.m. to 4 jj.ni., are 
M'l for 13 \\eeks. Ibner: Lai i \ l!e\ nobis. Apenc\ : DCSS. \ew "^'ork. 

Maltox Co., Div. of Heublcin, Inc., "^ork: Fight-week ])]ace- 
inciits for .Mnltc\ cereal «lart this month. I)a\ miimtes to nMcb the 
iionsewife \\ill be .schednlcd in about 10 markets. Buyer: Frances 
John, \gcll(•^ : I' lclc licr Uichards, (Calkins \ lloldcn. Inc.. New York. 
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CALORIE CONTROL. 

(C.otitimied from paf^e 'M)) 

r;iisc(l some eais iiiiumj; tlic otlicr 
liraiuls, those tluit consider tlieiii- 
selves "etliicnl" types as conijjared to 
"dairy case" type.s. Metrecal, Quota, 
Miiivitine and olliers aiiioiij: tlie "etli- 
icals" contain 7<! jirnnis of ])rotein, 
llie mininiun) dail) adult reciliireiiient. 
"Dairy ease" lirands sncli as Carna- 
tion and l?(m-Cal (in Cliicago, lian- 
(lied by iVorlli) jirovide 5o ])roteiii 
jirains. And then there are tlic "dog 
and cat" l)rands. llie ■"ofriu-at odd 
labels," many of which arc "se\erel\ 
lacking in nntritional .-.tandaids." ac- 
cording to a Chicago-hased firm. 

1 he "ethicals" so far have not men- 
tioned the other brands, ])higging 
their own qualities. Metrecal's com- 
mercials that get closest to the weight 
I)r()hlem. as op])o>cd to tiie Clinrchiil 
messages, are still not |)roi]uct a(l\er- 
tising. according to K&K. A t\pical 
one. for example, features: (1^ llij)- 
pocrates' 2.400-\ car-old \\arning lliat 
fat men die sooner than thin ones: 
(2) a discnssion of the ])roldems of 
ohcsity; and f 3 I the suggestion that 
Metrecal. with a jdivsician s a])])roval. 
'■ma\ be" a possible solution. 

Minvitine. like .Metrecal. suggests 
a ])]iysician's ap])ro\'al- -a policy 
which would ohvionsh tend to help 
the ethical products. \nd according 
to the Chicago source, tlie "dog and 
cat" brands are not selling very well, 
I despite their price whicli is consider- 
ably lower f79(? as oppo.sed to about 
SI. 29) than the big-nanie brands. 

Se\eral food brokeis contacted by 
srONSOR reported that the sale of 
the.se new products has not. as some 
had suspected, made any significant 
i changes in general grocery bujing 
' patterns. It is hard, they said, for a 
housewife to determine how and 
where she should buy less for the rest 
of the family, if only one or two 
I members are on the diet. As a re- 
j suit, she bujs the usual items in the 
same quantities as if e\ cryoiie in the 
family were eating vegularlv. 

y\iid the brokers indicated that shelf 
space, for the major brands at least, 
is usnallv a\'ailable. Wander's .Min- 
vitine has national distiihulion pri- 
marily in grocery stores but. like 
Quota, has some drug distribution as 
well. Metrecal i.s distributed in both, 
and has an edge as the brand most 
requested. Distribution for Minvitine 
and Quota was no great ])roblem 



because, in the ca-c of (,)uakcr and 
its main grocery items, cliain distri- 
bution is ahead) established. Wander, 
which has had 0\airnie in grocery 
outlets for jears, had no trouble gain- 
ing entrance for Min\iline. 

The outlook for future expansion 
of this booming new industry, ac- 
cording to the conseiiMis. seems to he 
this: IJiglit now total iiiaiket acberti-- 
ing (with the exception of Metrecal'^ 
network program and \lin\itine"s 
partieipaticms'l is concentraled chief, 
ly on sophisticated mhaii and sub- 
urban audiences. If expansion reaches 
markets in rural and small town 
areas, this bigness will balloon. 

As for Metrecal and K&IC. they arc 
confident that anv expansion will be 
in their fa\or. They arc in the ke\ 
position as "grandaddy" of the indus- 
try at six mouths and already identi- 
fied as closely with calorie control a* 
Kleenex is with tissues or Milltown 
with traiKpiili/.ers. "Very few com- 
panies are concerned with jjcrsons 
when the\ are sick and when the\ are 
hcaltln." said K&F/s Xicliolaus. 
"Drug companies cater to the sick, 
food companies to the health\ : we 
ser\e both." The Daltoii Co. a* ill 
market Metrecal. I'abhim. llib l>al)\ 
juices "and other products that will 
be added upon clinical validation. ' 

And their choice of the Churchill 
series looks like a winner. /\s an 
elated ABC official put it last week. 
"The series is iccei\ing the highest 
Nielsen rating for any continuous 
public affairs series this season. The 
last show telecast before the holida\- 
hiatus in the .schedule iecci\cd a 16.2 
rating and a 27.1 share of audience 
in the Nielsen 21 market ratings — 
damn respectable for this kind of 
I)rogrannug." 

And as K&R's Nieholaus put it. 
"0\erw eight is a i)roblein and our 
product is a possible solution. If. in 
a commercial, honestly written and 
carefully documented, we can show 
the dangers and a possible solution — 
we have done our job. 

It s easier to count calories than to 
keep tabs on (le\eloi)inents in this 
Nonng indu>tiy. At ])resstime. the 
Borden Co. bad just gone on New 
\ ork area radio with sjiots for a new 
'JOO-calorle product. The ])ublic nia\ 
be di/.z\' with more and more brand 
names in the coming months. As for 
network tv"s share of the boom, the 
young industry is watching Metrecal. 
and waiting. ^ 



FARM RADIO 

{C.ontinuril [ram [xtp- 

successful niaikcting ^tiali-gy is llie 
fact that sales <(>nliiiuf to set new 
nionlhU and vcarh lecords: nf-|<!0 
sales ha\c climbed to the point where 
it is second only to \ apoHub in ihe 
eiilire Vick s line,. 

Husscdl 11. I'.shelnian, niaikcting 
\icc ju esident for I less i> Clark, has 
this to sa\ about .sales results: "Al- 
though were delighted with sales 
progress, our ambitions are far from 
fnlfilh'd. Our aim is to have iif-loO 
o\ertake sales leadership from that 
little bine CVicks » jar." 

.Mjzon's media-inarketing plans, 
structured by the same close farm 
market scrutiny as rccjnired for ll&C. 
arc somewhat more comijlex liecaus(; 
of new ])roduct dc\elopiTient during 
the past \ear. The majority of items 
ill M\zoii"s line are less than a \ear 
ohi. 

Because of the jirodiict transition. 
.M\zon felt it necessary to jirofcs- 
sionalize its corjjorate image in the 
direction of a drug jiroducer, rather 
than a maker of feed additives, ac- 
cording to Arthur L. Decker, senior 
\ ice president. Henri, lliirst & Mr- 
Donald, and .Myzoii accoinit super- 
\isor. ■"The sociological pattern of 
farming s future is changing, and Mv 
zon, we felt, needed a new corporate- 
image to fit tho changing jjicture," 
Decker says. 

The image-making is backed up b\ 
some shre\\d and jirofcssioiial time- 
hii)ing. 'lliis is the manner in wliich 
Su])cr Iron I'lus, a new high potency 
iiijectible iron for swine, was intro- 
duced last spring: 

Se\eiit\ percent of the nation's 
pork is jiroduced in ihe .Midwest, 
with the hea\iest concentration in 
Iowa. llll&.McD i)lotted the geo- 
grajihical target area for Myzon. and 
(le\ised a six-week saturation media 
])lan for the farrowing season. High 
jioiiit of the campaign was a radio 
techni(]uc desised. said the agency, h\ 
Lee Handon. aiulio-\ideo director for 
llll&.McD — an "interlocking" stral- 
eg\ . which not onh ])ro\ide.s idtra- 
satnration. hut ])a\ed the wa) for in- 
creased Myzon distrihiitioii. liea\ y iii- 
store merchandising, and Myzon"- 
lowa sales blitz. 

Here's how it worked: First, the 
>ix-w'eek campaign broke with senii- 
-sBturation s<'hedules on four mid- 
western "ninbrella " stations: WOW. 
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ninaha: KMA. Sliennmloah: \YHO, 
Dc* Moines. a!icl \\ M l', Cedar l]a|)i(l>. 
'1 lic^c ^talioii-^ |)ro\ klcd cxtciish e 
rovriago of iIh' tarjiet area, and e!i- 
liaiKpd prodnrl ])re>ti<;(' 1>\ th(^ 
poi't of leading farm (lirctl()r> on 
tliosc stations. Tuo uccks later, an- 
otlier >enii-!;atiiration sehedule was 
lipgnn on Keystone liroadeastinjr sla- 
lioiis tln'onphont tlie tar<;et aica. ))ro- 
x idinfr prass-rools |)('nptration at the 
local le\(l. Cond)ined. the two rarn- 
|)ainns continued for a month, forni- 
in<i ■'iiiterlnckinp " coverage. 

Of .M\ /oil's total ad\ertisin<; hndg- 
et which lias gone as high as Sl.2.5 
million — oO'i is invested in radio, 
"liadio's flexiiiility fits riglit in with 
our charting of sea^onal farm market- 
ing areas." Decker .savs. 

A cri.sis hordering on disaster for 
hog lalsers occurred during last 
spring's farrowing season, which ga\ e 
Mv/.on an ojiportiinitv to develop, 
through radio, a puhlic >er\ice slant 
for the area. Ltiusualh had weather 
in Iowa, nriseasonal cold and hea\ \ 
snows, kepi the sows and their new 
litters indoors. Unahle to forage 
for soil-contained inilrients necessary 
for normal de\elop!ne!it. the hogs and 
their litters were seriousK threatened 
with anemia. M)zon x\as able to 
rush new co))\ to all of its radio sta- 
tions, advising farmers that Snjier 
Iron Pins cnidd save the litters. 

l"or added im|)etns. >hortl\ after 
tlie start of the Iowa radio cani- 
|)aign. Mvzon conducted a sale.- hlilz 
for .^nper Iron Plus, \ineteen extra 
sale-men \sere recrnited fioin oilier 
territories to supplcnieul the Iowa 
area sale-; force in making dealer 
calls. Radio -tation salesmen akso 
joined in the hiitz. calling on feed 
stores, farm su|)|)lv stores, drug 
.-tores, etc. 

"Hadio stations do an excejitional 
joh in ineicliandisiiig cooperation." 
Decker said, "'riie small stations do 
ju>l as good a joh as the big sta- 
tions, he sa>s, "and in some case- 
better." Decker said KliS itself was 
active in the men handising opera- 
tion. 

.M\zon and llc-^s Clark ar d\ 

two exani|ilcs of how compariic- in 
the animal health indiistrv u-e radio 
to s(d\e cominon marki-ting prob- 
lem-. I}nt broadcaster^ can he cer- 
tain that, with the slepjied-np iulcrrs- 
it\ in animal health research, others 
in the field will he taking ti|)s from 
tlie-e aggi(--i\c niercha ndisers. ^ 



DREW 

[Cotttinunl jioin pnpc 39) 

[iroducls so that the ipiestion of mar- 
ket anaK^is figured greatly. Here he 
had the experience of rnrming count- 
less test;- of \ arious t\ pes and he be- 
came familiar with the ways various 
companies got their new |)i()duct- 
launclied. 

In Ma\ of 19.59 he becanie \ ice 
|)resi(lent of marketing at Coty. Here 
he had the opportunit\, for the fir-t 
time, to bring together for jiractical 
application his ^ast experience in 
-ales, advertising and marketing. 

'"l sualh a \ iee president for niar- 
keting is a coordinator of |)roduct 
managers. Since a product manager 
must make nione) for the product, 
the marketing director must make 
mone\ for the cor|ioration." he ex- 
plained. 

"Some companies are run bv men 
with narrow visif)ii of the factors 
which make ])rodncts sell.'' he said, 
"ubile some feel consumer advertis- 
ing alone will sell merchandise and 
don't gi\ e adequate thought to other 
de\ ices such as deals, special packag- 
ing, promotions, trade cam|jaigns. or 
ill -store displays.'" As he jiuls it. 
'"These men are advertising purists 
who helie\e in low co-t and good co|)v 
and the) minimize the intermediate 
<te]).s role of sales force, role of mer- 
chandising and jiackaging forces.'" 

"'The men \ most admire are men 
who are able to a|)praise all these fac- 
tors and balance them up practicalb ," 
said Drew. 

"In the hist several \ear-. advertis- 
ing and business has become much 
more serious than it e\ ei was. agen- 
cies are working harder and pro- 
dueing better i'oi)\. working more 
eeonomicnlK ." he said. '■The role of 
the husinessmaii in the agency is he- 
coming more important. Today the 
acconnt snpervisoi' musl h(> a hiisi- 
nessiiiaii a- well as a creative man," 
said Drew. 

Drew enjo\s his work at Cot). It 
lias alTorded him trips to luirope to 
gain insight into Cot) s foreign o|i- 
ciation-. Cot\ was founded in I'aris 
and is still a Frciieh conipaiu. Vrencli 
is spoken in the . oflice (altliongh 
Dri'\v doesn't speak fluent French^ 
and there is a succession of I' rencli 
men and udineii working here. ''Ibis 
enables us to get an insight into the 
foreign nunkct. " he said. ^ 



MANGER 

iConliniied from pa^r 10) 

turcs are recorded on hundreds of 
still photographs Iran-ferred to tape 
and run in synchronization with \<)ice- 
o\'er, previonsh taped dialogue. 

"This li\ e-stop-iiKition technique 
|nd\ides a uui(pie \ isiial ap]n oach to 
go with oiir unique co])y.'' Price 
states. "It heightens the humor hv al- 
lowing certain facial expressions and 
motions to be held for yar\ ing length? 
of time, and holds the audience ;pell- 
bouud. 

\Vexton has prepared a tuo- and 
one-minute \ ersioii ff)r showing in its 
11-11:30 segment of Open End. The 
minute spot will be seen three times 
a week within the Garrowa\ show, 
along with weather check I.D."s eaeh 
day on that program, according to 
Martin 15. ISruckei. \^'exton a.e. 

The anticipated radio sehedule will 
include three spots each on the shows 
of Klavan and Finch fWXFAV). 
Jean :SIichel fWXEW). and Jaek 
Sterling (V^i CRS'l. The tv sound track 
will be used at least part of the time. 
It is felt at \Vexton that this addition- 
al co\erage will round out the audi- 
ence, and that the radio |)ersonalilies 
will have their share of fun with the 
panel characters, thus heightening the 
impact of the cf)ininercials. 

In the Alaiiger spots, the panel 
show is known as "F.ither F.nd. ' The 
soft-sell dialogue is sprinkled with 
aduh-le\el wit. which nevertheless 
manage- to eniplia-ize the large pro- 
|)oi tion of Colombian coffee contained 
ill the product. One of the jianel iiiem- 
bers. a inaniage counselor (unmar- 
ried) states that he does not drink 
codee. 15\' the time the roiiimercial 
draws to a close be is on his wa\ to 
the apartment of a female jianelist. 
who is a di\orce law\'er. to tr\ her 
Manger Hotels coffee "hand-picked 
from the jieaks of the magnificent 
Colombian \ndcs. and to see her 
slide- of the \ndes. 

Heading U|) the marketing team 
which is introducing the coffee is Hill 
Muser. president of Park \ venue 
I'oods. a wlioll\-ouned Manger sub- 
.sidiar\. Though the eoffe(> is dp- 
signed to sell at al)oiit 9" cents per 
liouud. Muscr feels it can go ov'er. 
\s he puts it. " \inei icaiis are now 
b(voiiiiug colTce snobs because exten- 
si\e lra\el has e\|io-ed them to the 
differences that exist hetwpcn one 
blend and another. " ^ 
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SYNDICATION 

{Continued from /x/gc />2 ) 

})la(t'(l 111 carefully ciiost-ii lime pcri- 
oils <'ati |)r()\e as t'lliciriit a (1) 
as inarfiiua! time lu'lwork television, 
and (2) as fnrm i>f spot tt'levi- 
sion."' 

Hut unlike network programs, svii- 
dieatioii — like spot — e;tn he iisetl 
either refiioiuilly or loeally. Here 
K&K examined another syiulieation 
iipplication — in nuijor markets with 
four to seven eliannels in wliirh net- 
work campaigns luue eluiraeteristic 
frequency weaknesses. Here syndica- 
tion (lifTered from s|)()t in two impor- 
tant ways: it })r<nided program- 
imhedded commercials and nierchan- 
disitij: opportunities, hnt re(piircd 
longer conunilnients, usually for 26 
or S2 weeks. 

There are 11 of tlie^e markets of 
four-or-more tv channels: Xcw York 
and Los Angeles have seven, and Chi- 
cago. Detroit. Dallas. Milwaukee. 
Mimieapolis-St. Paul. San Francisco. 
St. Louis, Seattle-Taconia. and Wash- 
ington. I). C. have four. 

Here K&E examined the present 
nighttime network schedule of the ad- 
vertiser for which this syndication 
study was prepared. It found no sig- 
nificant difference hetween these 11 
markets and the ri^st in co\erage tall 
ahout 9,'^% in four weeks), hut 
disco\ered a 13'? lag in fre(]ueney 
of a\ erage connnercial minutes in 
these 11 markets. Thereu])on K&R 
asked this: How do Schedules "A'' 
or "B" compare with prime or 
marginal spot bchedules in proxiding 
the added frec|uenc\' needed in these 
11 markets? 

At first, anv of the addeil local 
schedules seemed to correct the weak- 
ness of the 11 markets. In decreasing 
order, network plus one local sehed- I 
nle rai'ied fre(}uencx in those markets 
as follows: prime tinn> spot. 7.9: mar- 
ginal time s})ot. 7.7: Schedule '"A." 
7.C. and Schedule "B," 7.2. 

I?ut then K&E asked whether the 
relatixe noting of commercials dif- 
fered hetween program • einheddetl 
syndication announceineiit> and non- 
emhedded spots. \l> conclusion was 
this: "Syndicated filin> prove to be | 
more eflicieiit than an\ form of spot | 
television in pro\icllng additional 
weight of conscious im])re-<^ions in 
the 11-niarket area." Mlowitig two- 
thirds noting for program-emhedded , 



eoiinnercial^. one-third for prime time, 
and oite-lialf for marginal time, -•yn- 
(lication aniionticenients had le>s co\- 
erage and cireulalion, hnt more efTi- 
eient in)ted impression Cl'M's than 
spot. The four-week total (■o>t ami 
('I'.M's for noted impressions, in as- 
centling order of the Cl'M's were: 
Schednle "A" .?,')9.:i()0 at S.'). 1 1 ; 
Sche(lul<> "li," ,S.'>().()()0 at i^(>:2r^■. mar- 
ginal time spots. Sf)2.0()() at S7.;V2: 
and prime tinu- spots, Sif!. 100 at 
$9.27. 

'■S\ ndicated films." the K&l' stn(l\ 
summarized, "when their purchase is 
(■ari'fnll\ tm|)lemented, can pro\e an 
eH'teient national t)r local huy as ef- 
ficient a* I I) marginal network time 
tv. I2l prime time s})ot tv. and (3) 
late or carU e\ening spot t\.' ^ 



KMTV 

{Coitttnucd from pa^r 3.5) 

Mefore the news pcriofl was over 
phone calls poured in. praising the 
station for its courage in showing the 
film. A repeat on the 10 p,tn. news 
hronglit hnndreds of additional ^uch 
calls. 



.Such fa\i)ral)lc pnhlir teai tion coti- 
NinciMl KM lA' that the film >hoiil(l he 
re-teli'ca^t to reach a wider aitdience. 

I i\e da\s lati'r. a program ahont thi' 
<'rasli called .^7v U Ititr ('rosscx wa-> 
aired in prime tinn- ((l-f!:.'?0 p.m.). 
Vltemptitig to place ri'^pon>ihilit\ for 
the aeeident, station ni'wsnien inter- 
\iewed niemhers of the police depart- 
meitt, ."^afetv Council oliieiai'-. tei'ii- 
agers, parents, traliie court jndge-. 
and e\en citv ('onneihnen. The pa- 
trolman who in\e>tigated the acci- 
dent, the dot tor who examiiii'd the 
(lead, a i9-\ear-old ht)\ who had 
climhed out t)f the death ear a half 
lK)ur hefore the crash all told their 
stories. 

Once again, puhlic approNal was <n 
()v<'rw helming, kines of the program 
were sent to scht)ols and ciiic groups 
throughout Omaha, Lincoln, and Ne- 
braska Cit\ along with a newscast- 
er w ho filled in details. 

Today, with the tragedy two 
months hehind. re(}uests for the film 
are still coming in. Further proof of 
its powerful message i> that the Oma- 
ha Safety Council has submitted .S/v 

II lute Crtis.ses for a National Safetv 
Vward. ^ 



For that 




NEW IDEA 

visit the 

IRE SHOW 

March 20-23, 1961 New York 

Coliseum and Waldorf-Astoria Hotel 

Members SLOO. Non-members $3.00 Age limit— over 18 
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Under the banner of The Advertising Council 

The seeds 
of hope are sown 
by many hands 

"// V cannot live only for onrselves. A thousand fibers connect 
us with our fellow-inen ; and along those sympathetic threads, 
our actions run as causes, and they come back to us as effects.'^ 

—Melville 



'l ake a look at the facing page. 

What )'()u sec are some fairly familiar symbols 
of some pretty important puhlic service causes — 
notices that catch your eye almost every time you 
stop, look, or listen these days. 

What you won't see though is the effect these 
campaigns have had on a lot of pcojile. 

Start with the heads of business firms who 
contributed the money, advice and aiivertising 
support needed to make this work of The .Adver- 
tising Council possible. Add to these the volunteers 
in advertising agencies whose gifts of time and 
talent brought these messages to life. 

Their creati\'e efforts in turn inspired still other 
])eo|ile \sho run our magazines and newspapers, 
radio and W stations, outdoor and transit ad- 
vertising companies to contribute 5i8i,yOO,ooo 
uorth of free space and time during the ]iast tw cK'c 
months alone to bring these meaningful messages 
home to you. 

I hese seeds were sown in fertile ground — the 



hearts and minds of the free ]icople ot this country. 

Onlv a few of these causes called for money. 
None of them had an axe to grind. Created in an 
atmosphere of voluntary cooperation, they in- 
s])ired confidence in individual action. .And they 
w(Mi your support. 

As a result, ours is a stronger country, a freer 
country, a safer country. 

Thanks to your response, classrooms grew w here 
there had i)een none before. More kids went to 
college. I'ntold forest fires went uiiiit, and many 
people riding the highways owe their lives to the 
safety program. 

You saved your money through buying Savings 
Honds, and strengthened the cause of freedom 
through getting out the vote ami seiuiing aid 
abroad. 

I'^or these reasons business, ad\'crtising and 
media — as the private \'oice of public conscience 
— believe in furthering these public service causes 
through The .Ad\'ertising Council. 
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fOREST FIRE PREVENTION 



UNITED COMMUNITY CAMPAIGNS 



STOP ACCIDENTS 



HOPE 




HIGHER EDUCATION 




KEEP IT BRIGHT 



AID TO HIGHER EDUCATION 



• • JVB TKltS OF 




MMCHOf HMn 





STAMP OUT PARALYTIC POLIO 



CONFIDENCE IN A GROWING AMERICA RADIO FREE EUROPE FUND 





RELIGION IN AMERICAN LIFE 



1960 CENSUS 



RED CROSS 



UNITED NATIONS 
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THE ADVERTISING COUNCIL 



X 



, .for public service 



If you would like to know more about this work, this 
magazine suggests yau write la The Advertising 
Council for o free booklet, 25 West 45th Street, 
New York 36, New York. 



The space far Ihis message is JmaleJ by this puh'.'tcaiion in cooperalian uilh The Mcerlisiri^ Council. 
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ADVERTISERS 



NEWS & IDEA 

WRAP-UP 



BUYING GUIDANCE Betty Franl, hostess of WLIB, New Yorli, "At Home Show,' discusses 

services of the New Yorit City Department of Markets with Commissioner of Markets Anthony 
Mdsciarelli. The discussion covered guidance in selecting, purchasing and preparing foods 




'I'lie Acherlisiiijj; FtMleralioii, willi 
the help of the Advertisiiij; Ass^ii. 
of the W'est, is readying a campaign 
to tlarif) its jjui jjose to the trade. 

The team will ])ut to work a five-ad 
s.ei ies — Advertising Speaks jor Itself 
—in the trade press. 

The ad >eries was prepared by 
I!()/el! Sl Jacol)s under the super\ision 
of Donald D. Hoover, head of Eastern 
o|)eralions. 

Cuiii|>ai<>;iis: 

• General MiWx to introduce its 
new recipe service, Butterfudge Fa- 
vorites, via net tv shows, nighttime 
and (lav time. Agencv : Dancei -Fitz- 
f;erald-Sani|)le. 

• Wish-Boue Italian Dretising 
will Use tv in its newest and most ex- 
tensive campaign. The hulk of the 
ad monev will go to j)rint : five major 
consumer magazines. Agency: Kd. 
ward Ff. W'ei^s. Chicago. 

I'KOI'LE 0\ THE MOVE: Hich- 



I 



PITCHING in at WWDC's annual Christmas party at D.C. Village District Home of the Aged, 
is Ruth Rea, Miss Washington of I960. WWDC presented cash Christmas gifts to the home 
and its residents on behalf of listeners who responded to the station's Christmas Fund plea 




WQAM 




WQAM, Miami, disli jocliey Don Armstrong 
was co-sponsor of the U.S. Marine Corps. Re. 
serve's annual Toys for Tots dance at Hialeah 
Municipal Auditorium. Over 1,500 toys were 
collected as admission for needy Miami Itids 



.^I'ONsOI! 
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:ir<l K. I{:i!ti>r. iiicr(-Iinii(li>iii<: maii- 
iificr. l'c|)S()(lciil (li\i.si()n. l,c\cr liio.-.. 
clcclcd iiiiiikctiiii; \ .|).. l'('|is()(lciil di- 



AGENCIES 



Ted l{;ilt> lif«-ii iidtlcd to 

Scoll l*;i|)<'r"s sliildc (if iificiicics, 
ii<>>v a<ldin<; up li> six. 

Hales {.M'l-; Waldorf lis>ii(' and a 
loiig-UMiii projprt for new product dc- 
\ ("lopinciit. 

Tlu' other five: JW P: Coinpton. 
Keteliiiiii, AlarLeod & Oo\ e and Klir- 
lieli. Xeiiwirtli X Sobo ;iiid /\ll)orl 
Fraiik-Gueiillier I aw. 

AfU'Ucy iippoiiitnuMits : Care\ Sail. 
HulcliiiisoM. Kansas, to l>o\»t' I\iink- 
Ic. Oklahoma Cit\' . . . Le\ cr. its "all" 
products, to SnlliMin, StiiiilTer. Col- 
well X- IJnyles. and il> ."^wan Li(|uid 
to liRDO. Hoth aeroiinls from Need- 
liani. Louis & l?rorh\ . . . 15orir-\\'ar- 
ner. Sprint; di\ision. Bellwood. 111., 



to Kil\t:iril 11. \\ fis!., dliica;;" . . 
I'nlsc, Inc.. l<i IIeiii'_> J. K:iiil'iii;in. 
W a^liin^lon. 1). C. . . . Standard Oil. 
New .|er-e\. to iSefd li:iin, Ktniis \' 
l{rt»rl»_v for in^liliilional ad\crli>iiip 
I Si niiiiioni . . . Sterliiii; Nalicma! 
liank \ 1 rn>l ("oni|>aM\ of New ^ ork, 
to N'liii UrnnI . . . (Iroxe Lalxiralor- 
ies. two new prodncls. to (!t)lien 
.Aleshirc . . . (Golden l)i|il Mannfae- 
Itirin^, i^l. l.onis. to S. K. 7.\\\^\■^■>\s . 
Phiiadelpiii;!. 



I'KOlM.i: ON rilK .MOVK: Si- 
Kehlxx-k. from Hohhoek Ad\erti>- 
in^ to client scrxice {jroni). e\eeiili\e 
stall. Uose-.Martiii . . . Herniird l.c- 
\iiit' from rcs('arcli-|)r()ject director. 
(fre\. to resoarrli jironj) sn|)er\ isor. 
(lartlner . . . .Al. I'i'Icr Frniieeselii 
from Foote. (^onc & 15(dding to ad- 
niinistrali\ e coordinator, and Cliarlcs 
Kciliis. McCann-Frickson. to senior 
\\ inoducer. radio 1\ department, 
l)Oth at I) \rc\. New ork Cit\ . . . 
A. li. (^arr to associate eo|)\ chief. 
KiHialil II. Oakland to a»istant t\ 
radio director, and Januv- 1*. Cr>- 



\ r to c<'|)\ chii'f. all al K ii< i \ l!ce\e-. 
Minnea|>cili-i . . . IC. I.. "I.arr^" 
I)t'fkinj;fr. (<re\'s diri-<ti>r of media 
-trale^N. named ( hairman of \l!l"- 
apprai>al |)an(d . . . .Vrnu II. Jtdni- 
son. J\\ I \ .p. and senior cc-on<nrii»l. 
named Mil' mi'nd>er''lii|> eommitlee 
head . . . ^hd Oelis fioni m<-dia |ilan- 
iier. ('>re\. New ^ ork. to media direc- 
tor. I5151)(). .Minneapolis. 



Tliey Mere cltTled : Kolierl F. 
I'Viedniaini. pres.. I'ar^on^. I ried- 
mann ^ Central. ISoslmi . . . IIaiT\ 
('. (»r<ioiiie, Jr.. \.p. and a-^ociate 
mana^in^ direetoi. pian^ and nuirket- 
inir de|)artment. l'liiladel|)liia ollice. 
N. W. \\er . . . Ki.l.ert V. Kiijii lke. 
\.|). and associate media director. Ted 
Bales . . . K. lirailCiird Ileniiij;. 
e\eeuti\e \ .|)., Raner & Tripp. I'hila- 
del|)liia . . . iSeal 0"('t»niit»r. \.|). in 
connection with New ^ c)rk Ser\ ice, 
N. W . \\er . . . M. T. (^arraliraiil 
Janicw W. (ireen. I'^rank West 
hrook. and Ariiidd K. Heisinfier 
all \.|).'-. at Xorlh \(l\ erti^in;: . . 
'I'lioiiias Mlosl. \ .p., Uotsford. C<ni 



WINNERS of KDKA's Big K Birthday House. Mr. & Mrs. Fred 
Hohnadel pawn their baby off for a few hours on d.j. Bob Tracey 
before malting a ground tour of their new $18,500 Pittsburgh horr.e 





MERGING of Klaeger Film Productions Into Transfilm-Caravel brings 
together again William MIesegaes (left), president of T-C. and Rob- 
ert H. Klaeger. Klaeger was a T-C exec before forming his own firm 



ON CIGAR SCENE TvB's president Norman Cash, telling the annual 

meeting of the Cigar Institute of America-Cigar Manufactuer's Assn.. 
in Atlantic City why tv is ideal medium for selling men's products 
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~taiUin«' ^ Cranliicr . Se;itllc . . . John 
W. Connor. \.]>.. Knox Rocvi^s. 

'N»'\* ofliro.s: The {{unu'ill ("oni- 
any. in New ^ ork {^it\ . al I Kocke- 
fcller Plazii, aflcr 1 Fcln uai \ . IVm- 
|)oiar\ Iieadijuai U'i>-. this luoiilh. 10 
iiufkt'felier i'ia/a. iiiiicc \\ . Jones. 
C()in|)aii\ \ .]). and ])lans hoai d chair- 
man. U) iicad inctio oHicc . . . Bozell 
& Jaeohs. in Nimx \ uik Cil). al 230 
Park Avenue, after 16 Jaruiar}. 



TV STATIONS 



r.ininiii<.;hani & \\';ilsir» Dr. Kit-h- 
ard H. Baxter, .^])eakinj; before a 
]):niel ses.sion of the Speech Assn. 
of America in St. Louis, <le[>lore«l 
the hiek of co-ordination between 
the current three major tv audi- 
ence |)r<»fih' fitiidie;*. 

His thinking: "the 'audience \)ro- 
file' studies are too often treated as 
se])aratc. without heiiig hroupht into 



the focus of tiieir iiiter-reiationslii|j." 

His recommendation: a synthesis ol 
these three studies: 

• Tune-in numbeis: audience re- 
sponse both during and after expo- 
sure to a gi\en program. 

• Audience composition: audience 
description in terms of age, e<lucation. 
income, ownership and other facts 
about audience members. 

• Qualit} of audience: audience 
cliavacteristics in terms of psycho- 
logical \"arial)les and information var- 
iables. 

Baxter also described the need for 
expansion in all three types. 

The nieehanies of TvHV latest ef- 
fort to spur advertising, \<;'\\\ be 
iniveiled in the Mid>\est this 
^^"eek, at two showings in Chicago. 

Details of the campaign, The Prog- 
ress oj Discontent, is slated for show- 
ing, first, on the 13tli to advertisers 
and agencies. The next day. before 
the annual i)anquet of the \ational 
Ap])liance and Radio-Teievison Deal- 
ers. TvB's Norman Cash, and the Bu- 
reau s v.]). and general manager. 
George G. Huntington, will make the 
presentations. 

TEOl'LE ON THE ISIOVE: Rob- 
ert L. iSininions from sales execu- 
tive. Electra Teleproductions. Balti- 
more, to account executive. WJZ-TV. 
that city . . . Keith G. Dare from 
sales manager. T^'HCT. Hartford. 
Conn., to sales manager, T^IVBF-TN'. 
Binghaniton. N. Y. . . . Don W. 
Peters from operating superintend- 
ent. \ortheast Xel)vaska Tele])hone. 
to sales staff. KTl V. Sioux City. Iowa 
. . . John Conouiikes from account 
executi\e to local sales manager. 
W'TAE. Pittsburgh . . . Hal Fisber 
to director of public alTairs denart- 
ment. \VBB.M-T\'. Chicago . . . Neal 
Edwards, manager KXAB-TV. Aber- 
deen, named \.p. Xortli Dakota 
Broadcasting . . . Edwin ^^^ Pfeif- 
fer. from sales manager lo station 
manager. WGK-TV. Buffalo. X. ^. 
. . . Art Howard from account ex- 
ecutive, to assistant sales manager, 
and Earl Ekiund from account ex- 
ecutive, to national sales service man- 
auer, both at KTXT-'rV. Taconia. 
Washington. 

Tlwy were ele<'led \.p."s: C. P. 
Persons. Jr.. to executive, and Wil- 
i I'U'it.-ic turn lo ixige 60) 



WWTV-AREA FAMILIES 
BUY 54% MORE FOOD 
THAN NORTH DAKOTA! 




WWTV hoi dellr cieeulation, 
dorlim* and n'ghttim>. in 36 
M.chigon countiai [NCSNo. 3). 



(J 

WUD-rV — GRJIND lUPIDS'KAUMtZaa 
WKZO lUDlO — KAUMAZOO-tAim CREEK 
WJEF lUDIO— CKAND RtPrDS 
WJET'FM — CUND UPlDS-KAUMtZOO 
WW1V— ODIlLAC ltAVERU ClIY 
KOW TV — UWOIX, NEBRASKA 




WW'TV, Cad II lac- Traverse City, alone serves an 
area with 5-^% more food sales than the entire state 
of North Dakota*. 

\V\VT\' is the undisputed leader in Northern 
Lower Michigan television, delivering more homes 
than Station B in 433 of 450 competitive quarter 
hours surveyed, 8 a.m. -Midnight, Sunday through 
Saturday (NSI, Cadillac-Traverse City — June 6- 
July 3, 1960). To match \V\VT\''s 36-county 
coverage you would have to use 13 daily news- 
papers or 16 radio stations. 

Add WWTV to your \VKZO-T\' (Kalamazoo- 
Grand Rapids) schedule and get all the rest of 
outstate .Michigan worth having! // you 'd'anl U 
all, give us a call! 

'WWTV-area jood sales are $219 million compared to $133.9 
million for yorth Dakota. {Source: SRDS, October 15, 1960) 



WW 



3U,000 WAHS • CHANNEL 13 • 1383' TOWER • CBS and ABC 
Officially Authorliad for CADILLAC-TRAVERSE CITY 

Serving Northern lower Michigon 

Acer/ Knod»l, tnt., indvtivt Nationo/ R«pr«t«nfofiv*f 
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What's happening in U. S. Gov^rnmtHX 
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Time nnisi pass and dust iiiiisl settle before it \vill be possibb; to asses.s the sig- 
nifieance of tbe Dean Laiulis report and bi? :ippoiiitiiieiit as temporary White House 
aide on reforming tbe Federal regulatory jigeneies. 

Relatively certain, even if none of the reeoinmendations are ever carried out, are some 
changes on the Washington regulatory scene. The FCC and FTC were never pushed into 
changes by ne^v laws, but both were "influenced" by the Harris subcommittee spotlight to 
make sweeping changes. 

The FCC has been tightening controls over broadcasting gradually but surely for many 
months. The FTC undertook a crusade with respect to advertising. Wiile the Landis report 
is not to be compared for impact vnih the Harris hearings, it may also bare its repcrcns- 
sions. 

Unnoticed by the report's charges of delays, red tape and frustrations in FCC procedures 
have been efforts by chairman Frederick Ford to clean up this situation. Ford appointed an 
expediter to get after matters which have been awaiting decision for unduly long periods of 
time. In many other ways, he has tried to clear up delays in his agency. 

Efforts along these lines will undoubtedly multiply as an indirect result of the report. In 
another direction, more care will probably be exerted to avoid even the appearance of infln- 
cnce by the industry and particularly by the networks. So it may be more dilFicult for 
broadcasters to find sympathetic ears over at the FCC. 

In a year-end statement, Ford said he would ask Congress for power to reorganize the 
commission. Specifically, he would set up panels of Coinniissioners to make decisions 
instead of having all cases decided by all commissioners. He would also ado|)t a "sum- 
mary judgment" procedure, with both changes aimed at speeding up processes and indirectly 
answering Landis report criticisms. 



The naming of Dean Landis to tbe temporary job of overseeing adniiiiistratiou 
efforts to revamp the regulatory agencies coidd lead to tbe setting up of a Congres- 
sional group of a similar nature. 

The staff of the expiring Legislative Oversight subcommittee recommended creating such 
a group. Prospect of Landis doing his projected job from the White House will lend urgency. 
The laAsTiiakers think of the agencies as "arms of Congress." and fear control by the legislative 
branch. 

Quite apart from the Landis report, the die is cast for strong adniinistrntion pres- 
sure for "rough" regulation. 

The prospect of two sets of eyes vying with each other for discovery of the most 
irregidarities or laxities in regulation could be frightening. 

If the appointments as FTC and FCC commissioners are of men outside of present S|)ccu- 
lation, it might be neeessar}' to reserve judgment while they familiarize themselves with the 
problems over which they are to assume jurisdiction. 

On the other hand, for instance, if the FCC seat should go to iS'ick Zapple or to Kennelli 
Cox, the die will he cast in the Landis report direction. Zapple is counsel for the Sen- 
ate Commerce communications subcommittee, and is the eyes, ears and ex]iert knowledge nf 
that group. Cox conducted probes and hearings for the same subcommittee. 

Under either man, assuming that the new appointee will also be named chairman (thougli 
Barlley could still move up), the FCC would regulate more vigorously than the broad- 
casting industry would •wish. 
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FILM-SCOPE 



The need for an up-lo-dale primer of syndication essentials from the vie>vj)oint 
of the national tv tiser lias finally been met by a recent Kenyon & Eckhardt study. 

A special presentation (see p. 30, this issue) found that syndication's cost compared favor- 
ably either nationally or locally with other media when properly used. 

Syndication had a heavy cost advantage over spot announcements because its program 
embedded commercials enjoyed a much higher degree of conscious noting. 

Costs-per-thousand for noted impressions in a national campaign were projected at $5.44 
to S6.43 for syndication (depending on time cleared), S6.31 for marginal time network pro- 
graming, .S8.30 for Class "AA" spots, and S6.69 for late night spot schedules. 

User locally, syndication again had advantages over spot; it was especially efficient as 
an additive to correct the frequency weakness of network programing in those 11 
markets with four or more channels: in these problem markets syndication delivered thou- 
sands of noted impressions at S5.41 to S6.25 (depending on time again), while prime time 
s])ots cost S9.27 and marginal time spots were S7.32. 

K&E's scrutiny was fixed on clearing good time periods in order to reach large audiences; 
loyalty to a specific show was not a factor in its study. 

The agency made two projections of syndication costs: one based on any of the three best 
syndication time periods in the markets studied, and the other based on a bettcr-than-average 
but not top time period. 

Cost efficiency was found to be remarkable in the best time periods and very 
jrood in betler-lhan-average time slots. 

The two men behind the study were K&E's associate media director v.p. Marvin Antonow- 
sk) and radio/tv director v.p. James S. Bealle. 



ITC is lapfiiiig the foreign language tv film market within the U. S. 

Six Spanish-dubbed film series have been sold to KCOR-TV, San Antonio, to reach Span- 
ish-speaking viewers on both sides of the border. 

A package of 78 episodes from Susie, Ramar, Hawkcyc. Monte Cristo, Charlie Chan, and 
Ciiniionball begin telecast this month. 



'Hie advance November ARB reports are always carefully watched by syiidica- 
lors Willi new programs starting tlicir air cycles. 

It was noted in the research department of CBS Films that its Brothers Brannagan scries 
luanagod to score 14 lime period firsts in the reports: in Atlanta, Baton Rouge, Birming' 
liain, Chattanooga, Green Bay. Jacksonville, Johnstoivn, Mobile, New York, Norfolk, Oklahoma 
City. Portland (Me.), Providence and Roanoke. 



Some syndication insiders feel an upturn in film business is in sight. 

Quipped one: "For the past two years business was always actually worse than it seemed 
it was going to be, and now that everyone's ready for the worst it may turn out to be surprisingly 
good." 

Olisci\ecl aiiolliei': '"Thi- imiiiey is around and eiiougli of it. Tlic only tjucstiou is, how du 
\ (111 proil it l()f)se?" 
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FILM-SCOPE continued 



CMS I'iliii.s ("line (Mil licllcr in l"K)(t tli:iii in it (lid it llio Imrd way: 

slalion sales. 

Despite the failure of Coiioeo ami Carliiig's to renew their resi)ective hig regioiials, the 
distributor sle|)[»ed ii|> its local, stcilioii, and r«'j»i()njil sales efforts on shows such as 
Deputy Dawg. Brothers Brannagan, and Heckle & Jeckle. 

An aelive end-of-year sales period is largely responsible for sales manager Jim Victory's 
bullish atlilude: Deceinhcr was 60 |>cr cent ahoad and the fourth (jiiarler was 18 [)rr 
ccnl nlirad, comparerl to 1959. 

In 1961 CBS Films will have several new syndicated shows plus a number of oil-network 
le-runs for syndication distribution, but has no plans for getting into feature film distribution 
as other network syndication arms have done. 

Syndicators liavc always kept this ace iij) tlicir sleeves for a time of income Iroii- 
lilcs: the fasl-sellinj; ultra-low Inids;el show. 

Shows produced for as little as 810,000 an episode and sometimes closer to S5,000 per 
half hour have repeatedly been brought out of the bag for quick profits. 

The three chief program areas lending themselves to this type of treatment are s[>orts, 
docnnicniary, and music. 

Production is done on a shoestring hiidpet and sometimes — as in the case of documen- 
taries using stock footage or brokered footage — there's hardly any original production at all. 

In sports, famous athletes are used as personalities or perform in staged competitions out 
of season, often for prizes. 

In music a verv' neat trick of some seasons ago was producing 39 half-hours of musical 
numbers by a famous band and then reshufiBing the numbers with a minimum of extra pro- 
duction for a new second vear. 



Tape [)rodiicrrs arc continuing their facilities hoom. 

National Video Tape Productions, a part of Sports Network, Inc., is the latest of the tape 
prodncers to open a tape facility in midto\vn New York. 



The old coni|>laint that Hollywood's Iradilional prodiietion technicjiies are 
more exjiensive than New York's tv-designcd methods has come np again in com- 
nievrials. 

One report has it that commercials for a coast-based client couldn't be made as cheaply 
(here as in New York. 

If true, the report smacks of Hollywood's initial cost prohleni of a decade ago: many 
Ilollyv^'ood projections then were that film could never be produced cheaply enough to meet tv's 
budget requirements for programing. 

Only those producers who streamlined budgets by producing for home screens instead of 
theater screens solved the cost problem. 



Sclnverin has fonnd a nnmher of advantages in its stndies of cast commercials — 
hill also posts a list of important "ifs." 

Cast commercials, Sehwerin studies have found, are economical, have a pre-established 
performer around whom commercials can be tailored, and provide a change of pace from 
straight sell commercials. 

But, Sehwerin warns: familiar personalities are not always the most persuasive; a 
well-known actor is not always a well-liked one; personalities nnisl exert influence, not 
just be present, in commercials, and finally, even a star needs a copy story to work with. 
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Reports are that WNTA-TV, Newark, an«l a group interested in converting the 
station into an educational model are not far from a deal. 

Linked into the proposed undertaking is New York's cultural Lincoln Center. 

Price being asked by Eli Landau is $4,750,000, but, according to the same reports, 
there'll prohahly be a meeting of minds at $4.5 million. 

There's one negotiating area where a package must be all wTapped up and 
pretty dead set for agreement and that's the merge of a couple rep firms. 

If word of such a negotiation starts bouncing around, the stations involved will ask ques- 
tions and if the deal doesn't come off it can prove ^-ery embarrassing to both negoti- 
ating parties: a stationman doesn't like to feel he hadn't been consulted. 

Few, if any, veterans in the ad business can make this claim : of having worked 
with J. Waller Thompson, the founder, in a client capacity. 

One who had is Maurice Nredliaiii, 71-year-okl NL&R board chairman. 
Wlien Needham was 25 years old he was ad manager of Nash IVTotors in Kenosha, 
Wis. 

The company was then a JWT client and JWT himself participated in the planning 
sessions from time to time. 

Coinptoii can now lay claim to having more hoard of director members than 
any other agency in the business, namely, 17. 

The board "packing" has evoked this joshing prediction on Madison Avenue: the next 
iiio^e will be to appoint an executive coiniiiitter, which will take the power of ultimate 
decision out of the hoard's hands; then there'll be a couple of e.xeeutive ^-.p.'s, one of 
them on administration; after that the agency will he able to start on its upper echelon 
bnilding all over again. 

Do you know what was the shortest signal switch in network history? 

It happened back in the early '30s and involved an agency executive who also bad a 
knack for barking like a dog which made him a natural for the agency's dog food ac- 
count. 

The rliont's show originated out of Chicago and this agencyman had occasion to visit New 
York on business. Hence thr billboard and the closing had to be eaeb switched twice 
<|uickly u|» and back just to get in those four trademark barks. He also had to join 
ivhat was then AFRA. 

Likf Wa.shiiigloii, 3I('Caiiii-Ericksou'p gone oii an acoent-oii-yoiitli kick. 

It appears that coine the next two years a horde of "bright youug men" will have 
replaced many of the iipper-cclielou ohltimers. with these having been nudged into tak 
iiig the fi5-ycnr-old retirement option. 

One end result: it wasn't so long ago that 3Iarioii Harper was under the average 
brass age. but in the intended reshuflle he cmild coiuc out as over the average. 

l*erlia|is it hasn't oeciirrcd to the tv networks hut there's a hard money residual 
value in the |iiiblir affairs programs that are piling up in their libraries. 

Thes(; lilvraries will replace llic feature newsieels companies of the past as a sonree o 
reference material for the '50.'*, '609 and thereon. 
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Oil The Gulf Coast 




ONE 



lakes the Measure 



WKRGTV 



CHANNIiL 5 MOBILE, ALA. 

Coll Avory-Knodol, Representative, 
or C. P. Persons, Jr., General Manager 
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Gill] 

HOTEL 

East of Lexington Ave. 

NEW YORK 

Salon-size rooms • Terraces • New 
appointments, newly decorated • 
New 21" color TV • FM radio • New 
controlled air conditioning • New 
extension phones in bathroom • New 
private cocktail bar • Choice East 
Side, midtown area • A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 

Single $1S lo $22 Suilcs lo $60 
Spcci.il rales by Ihc monfh or Ic.lso 

Roberl Sarason, General Manager 
ORegon 9 3900 
leletype NY-14295 



WRAP-UP 

\C,outinnp(l from page 51) 

liaiii Il(>:iriii, al W^KUG-TV, Inc., St. 
Louis- .Mol)ilc, Ala. . . . J:H'<jiies l{ir;i- 
l»(Mi. Martin S, I'^licslor. and 
Ci'(»r<j;(' R. JcncMm, al WOK (\\\\- 
RKO General, 

Happy hiriliday: WBZ-TV, Bos- 
Ion, air personality. H(>1» Emery, 
rplebraling 40 years in broa(lcaslin<r. 



RADIO STATIONS 



KDAY. Li>.> Aii,m>l('.-. i?^ llu" laiol 
slaiioii lo ell alien j;o llie IVAB's 
(h'sooiirajicmeni of li(ju<»r adver- 
li.^ing on llie air. 

The campaign KI)A^"s running in 
tliis area: Kahnhi eofTce li((ueur. 

KDAY expressed allitude: if a sla- 
lion is willing lo lake beer and wine 
■spots il ,sliouldn"l slio\\' disrriiniiialion 
againsi liqueur and cordial advertis- 
ing. 

'I'lie lasi uproar in llie indnslry over 
li(|iior aiherlising was when a Mas- 
sacluisells radio station ])iit on a v od- 
ka brand. 

Iilciis ill work: 

• KDKA, Pillsburgh. ga\c away 
a house \ alued al .S1<>,.^00. coniplelc 
willi SI 5.000 uorlli of furiiisliings. in 
ils recent Bio: K Birthday House con- 
Icsl. To conijiete in the conlesl. ^\hich 
drew some 50.000 cnlries. listi-uers 
were asked lo identify a "sound cha- 
rade." a diffi'rent one each week, for 
an cighl \spck period, and lo coinplele 
a 25. word statement on \sliy ihey 
would like lo live in the Bi'^ K Birth- 
(lav I/oiisc. Weekly winners received 
appliance starter sets. 

• WINS, \e\s- ^'ork Gity. ga\e a 
new s])i)ns()r product a fanfare inlro- 
duclion lo area listeners by t icing in 
n t\*o-wcck contest around ihi- prod- 
uct iiannv Listeners uere asked lo 
snbniit "persuasive" letters of 110 
worcL or less evtoUing the merits o[ 
the prodnel. l'(>rsiiade. a new suede 
cleaner, and to tidl why it should be 
used. To \he uniter of tlii' most per- 
~iiasi\c letter, went llie first ])ri/i^ of 
an KG \ color tv set and to fn c rnii- 
neis-iip. trniisi--tor radios. 

\iiioiig; ihr ('lirisliiias ideas at 
work : 

• KAI-L. Sail 1-ake Gih. stinnilnt- 
ed a bil of housc-dccoratiiig coiiipeli- 



tion among its area lisleners during 
ihe jnst pasi Yule season 1)\ offering 
lavish jirizes like a mink stole, a hi-fi 
set. and cash, for the mosl unusual 
Ghristmas motif decorate«l homes. 
The gimmick: the station's call letters 
had to be included in the decor. Sam- 
ple; KALL for Christmas, rhccr. 

• WISH, Indianapolis, cleared ils 
programing hours, Christinas Day, 
from 9 a.m. to six ]).m.. to make way 
for the presentation of a WISH Carol 
Christmas Card. Eighteen of Indian- 
apoli.s' outstanding choirs and cho- 
ruses performed for one-half hour 
each, during this lime. Onl\ four 
niinules per hour were set aside for 
couunereial lime. The program was 
sponsored by the Turner Oil Gom- 
pany. 

. WMFJ. Daytoua Beach. Fla,. 
this past Yule, turned ils altruistic 
thoughts to remedying the fad that 
area folks Tsome of llieni. anyway) 
had never even seen a real siiomnan. 
The station ran a special Christmas 
contest with the prize offer; a real 
snowman! The idea: lisleners were 
asked lo send along letters telling win 
the\ would like to have a snowman in 
their own yard. To the home of the 
writer of the most original letter a 
snowman building crew fslalion per. 
sonalities) was dispalclied. who pro- 
ceeded lo build, from ice furnished b\ 
a local ice company, a 6-fool snow- 
man. 

I'KOI'LE ON THE MOVE: Pierre 
Willis. .Jr.. to WHIM. Tahokee. Fla.. 
as general manager and program di- 
rector . , . Don Waleriiian from ex. 
eculive v. p.. Bob Dore Associates, to 
sales department. W"N1>G radio. \ew' 
York Gilv . . . William J. Tafro lo 
WWOK.'Charloite. \, G-. as station 
manager and assistant to the general 
manager . . . Eilward ^. Pelers from 
salesman to local sales manager. 

WMBD. Peoria. Ill William ,loe 

Cr(Mvs to manager. KFSA. Fort 
Smith, \rkaiisas. and Olyii Wilson 
to sal«'s slaff. that station . . . .Allen 
Dunn to manager. KOLO. Reno. \e. 
sada . . . .loliii \i\lh from manager 
WWL. \<'W Orleans, lo manager. 
WSMF,. \ew Orleans . . . William 
Dean from operations manager. 
WAN'L-TW Xew Oilcan-;, to manager. 
\\A\'L. ihal citv . , , Curl .Andersen 
from sales manager. Fariiiastcr Prod- 
ucts. Shenaii«Ioah. Iowa, to sales staff. 
KM \. ihal cit\ . . . IJill Sawver.s 
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from ^Uilioii iiiana'icr. KlilQ. 1..A.. lo 
siilcs (lc])niHncnl. KI'Ol. and KI'Ol.. 
Fi\l, Iv.A. . . . 'Ted ("oiirl ]ir(iiii(iic(I 
lo local sales ntatiagcr. W Kl'" !'. Hicli- 
tiioiul, \'n. 

Slaiioii acqiiisilioii : K UKI )-A.'>l- 
l^.A.. Ijouj;!!! 1)\ I lie Inleniation- 
nl Church of the Kotiis(]iiarc G(is|)cl 
from 'I'rans-Aincrican Hroadcasliuj;. 
Sale price: Sl.^i iiiillioii cash. 

S|>orl iiole: \V(J\ Itadio. (Chicago, 
hroadcasl sponsorship in ihc Chicago 
Ciihs jiauies has hcen renewed h\- ihe 
Oak Park I'ederal Sa\ ings and Loan 
Assn. 

'riii.-!;i 'n' »l;il;i: WC.W, Rinlinglon, 
\ 1.. reports llial for the first time in 
N'ernionl broadcasting, the hulk of ils 
sports ])rogranis has been couipleIeK 
sold out for a whole year . . . WNEW^. 
\e\v York Cily. ]jrograni director. 
.Mark Olds, partici|)aled in T\' and 
Radio Advertising Club of Fhiladel- 
|)hin seminar on Radio I'rogramirtg 
Today and in the Future, 5 Januar)'. 



NETWORKS 



iNVl l\- sales: ABC Champion- 
ship College HnshethaU sponsored by 
General Mills (Knox Reeves), and 
Hristol-.Myers (l)oherl_\. ClifTord, 
Steers & Sheiifield) . . . Cracker Jack 
(15urnettl, s])<)iisoi"sliii) in NBC's The 
Shari Lewis Show . . . Gold Seal 
[ Caiiipbell-M ilhun ) alternate- \veek 
<|uarler-hours in NBC's The Price Is 
Right and llere^s Hollywood . . . Dow 
Chemical (Xorman. Craig & Kuin- 
mel). alleriiale week (juarter-hours in 
XBC's From These Roots. Here's 
llolJywood, and True Story. 

PEOPLE ON THE .MOVE: James 
W. Dotld from internal ional sales co- 
ordinator. Screen Gems, to manager, 
sales administration. NBC Interna- 
tional Lnlerprises . . . I'raiik Re)i;icr. 
from sales manager, 'nierino Fax 
Sales, subsidiary of Minnesota Min- 
ing, St. Paul, lo general sales man- 
ager. Mutual Radio network. 

AHC T\'"s hilesi uiiiiniiek iiiail- 
iiii;: Small niagnif\ing glass mount- 
ed in folder bearing suggestion — Take 
a closer look at television today. The 
net's efTiciency figures (Nielsen data) 



are also charted in llic promotion 
|)icc(;. 



REPRESENTATIVES 



'r\.\l{".- Larry IL L-racl I'tircscfs 
1961 as a [)eak year for spot l\ 
l)illin>;s. 

His jircdid ion : '"despite increasing 
coin])etilion from other media in the 
coming \car, more a(l\ eilisers will he 
using more S|)ot t\'.'" 

Israel bases his (i|ilimism on TvAU's 
all-time high national sjiot t\ hilling 
lab for 1%0. 

According lo the company s \.|). 
and general manager, all fi\e of the 
W'eslinglionse stations, which they 
re|), chalked up a substantial increase, 
last } ear. 

Be)lsli'riiij; also llic Irenel lowai'd 
spot is Pelry's study. Trends 
ill till- Sek'flioii oC .Media by llie 
Pop 100 Advertisers — l"9.i6- 
J9.>9, whieli reports llial spot Iv 
e.vpeiidiliires ine.roaseel 71% 
since 19.j6. 

According lo Petri's re|)ort. the 



s|)ol medium, from among ihe big 
four media of lln-sc largest aiKcrti-.- 
CIS tiel t\. s])ijl tv. new -p;ipct s nird 
maga/inc^ ha- climbed from hmrth 
phice in 19.")() lo a i-lo-e i.icc bn -cc- 
ond in 1').")'). 

Klair. now in II eilies, will e\- 
paiitl ils laeilllies in Allaiila lo iii- 
rllide lcde\lsioii. mid l'\d)riKiry. 

II. W. Maier. who for the ])as| 
three \ears has been account cxecn- 
li\e in Hhiir's Dallas ofTKc. is being 
Iransferred to head np ihe comijam - 
new tv facilities in \tlanla. 

Maier's ])os| at Dallas ha- been filled 
llirougli the addition of Jack Van 
Volkenhurg. Jr. He's from llie L.A. 
olhce at CBS Spot Sales. 

\'an Volkenhurg will re|)orl to 
Slc\e Beard, director of F^lair 'IVlc- 
\ ision sales in the sonlliwcsl. 



Uep appoiiilmeiils: K.SHW. Sali- 
nas. KN(JS. llanb)rd. and K\'l^('. 
San Luis Ohi«|)0, all Calib)rnia. lu 
Il-H. from Daren F. McGavren. Inc. 
. . . KWJJ, Portland. Ore., to Tor- 
hel, Allen & Crane . . . KMSP-TW 




NO, THIS 15 "KNOE-LAND" 

(embracing industrial, pragressive North Louisiana, Sauth Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

I'opulaiion 1J>20,I00 Drug Sales $ -10,3r>5.000 

llouseliolds 423,600 .Vutoiiioiive Sales $ 299.539.000 

Consumer Spendable Income General .Merchandise $ 1-18.789,000 

$1,761,169,000 Toial Retail Sales $1,286,255,000 
Food Sales $ 300,486.000 

KNOE-TV AVERAGES 79.1% SHARE OF AUDIENCE 

According to March 1960 ARB we average 79.1% share af audience fram 
9 o.m. ta midnight, 7 days a week. 



KNOE-TV 



nolo 



CBS • ABC 

A James A. Noe Statian 
Channel 8 Represented by 

Monroe. Louisiana h-R Televisian, Inc. 

.\frial vifW of firospt-roitx FA Dttrado, Arkan/fa^^ locfttfil in tUf rich oil area. 
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Aliiineapolis-Sl. Paul: WEAU-TV. 
F.au Claire. Wise; WLOF-TV. Or- 
lando. Fla.; ami K(iUiN-'l'\'. Tuesou. 
Ari/.. all Id Y'oun<j;-T\' for national 
re|)rfst'iitali()n . . . W'EAQ. Eau 
(Claire. Wise, to Radio T.V. Heprc- 
,st'iitjili\c^. 

PF:0I'LE ONTHE .^IOVE: Byron 
E. Goo.lcll. M5C T\' Spot 'j^ak-^ 
staflcr. aj)poinle(l Eastern (li\ isicMi 
--ale,'- manager for tv. thai firm . . . 
William K. liurtoii from account ex- 
ecutive. Xatioiial Adverlisiiig. subsidi- 
ary of Minnesota Mining and Manu- 
facturing:, lo manager, Detroit olfiee. 
IJolierl E. Ea>lniaii. lie replaces 
Frank L. lioyle «ho moves from 
there to assume major agency sales 
re5|)(jnsil)ilities in the \e«- York of- 
fice, next nionlli . . . William F. 
iMiu'Crytiliill, H-R, l\- sales head, ap- 
|)oinled manager of the H-l\ L.A. of- 
fice, sueeeediiig retiring llaroUl 
Liinlloy . . . liieliurd A. Leader 
from general sales manager. KWIZ. 
Santa Ana. Calif., to senior account 
executive. H-R. radio sales . . . I'Mar- 
\in I). I'Mi'lniktiff, from director of 
research and editorial stafler. Tele\i- 



sion Magazine, to director of market- 
ing and research. Weed. 



FILM 



Now attention |>iii»l t«> (••(mmer- 
eialw and conimercialsi cumitaigns 
in 1961 is expeeliHl to lead to 
lH*a\ ier n!<i' of plioto-seript moni- 
tt»rin<j services. 

U. S. Tole-Serviee Corji,, for 
one, reports that its sloryhoards of 
t^• C(mimercials taken of! the air for 
clients increased 350 per cent in 1960 
o^er 19.59. 

A hea\\ increase again was an- 
ticipated again in 1961. largely from 
clients who wish to l>c informed of 
what their coin|)etitors are doing as 
well as what is heing done in com- 
mercials in unrelated fields, explained 
president Henry L. Sondheini. 

Sales: Se\en Arts Associaled's War- 
ner Bros. Films of the '50' s to WCAU- 
TV, Philadel|)hia: WROC-TV. Ro- 
chester; WT\J, Miami: WLOS-TV. 
Ashe\ille; KLFY-T\", Lafayette, and 
KMJ•T^^ Fresno . . . CI5S Xewsfilm 



NEWS 

will have a 

NEW DIMENSION 



soon in 




SPONSOR 



WATCH FOR IT 




added 'M', new subscribers in 1960, 
including six newly licensed Canadian 
.stations— CFCA -TV. Calgarv: CJCH- 
TV. Halifax: CFCF-TV. Montreal: 
CFTO-T\ . Toronto: CH AX-TV, Van- 
couver, and CJAY-TV. Winnipeg — 
the new Vi'est German network, Freies 
Fernscheii: the third Jajianese net- 
work. Fuji: stations in Bernmda, 
Bucharest. Cairo. Damascus, Mexico 
City, Monti\ ideo: Panama, and Rho- 
desia, and these domestic subscribers: 
WRDW.T\^ Augusta: WJ'ft'-TV. 
Cleveland; KID-TV. Idaho Falls; 
KRCG-TV, Jeflerson Citv: WB1R-T\'. 
Knoxville; KOLX-TV, Lincoln; WITl- 
TV, Milwaukee; KXOE-T\^ Monroe: 
WTAR-TV, Xorfolk: WJKG-TV. 
Panama Cit\ ; KOLO-TV. Reno; 
WIIEC-TV, Rochester. X.Y.: WREX- 
TV, Rockford; KXTV. Sacramento; 
Wll YX-TV. Springfield. Mass. : 
WFLA-TV. Tampa: WTOL-T\^ To- 
ledo: KTVH. Wichita: KIMA-TV. 
Yakima, and WRXB-TV. St. Thomas, 
N'irgin Islands. 

Coniniereials : GE \\ \\\ use documen- 
tary conniiercials produced by Robert 
Lawrence on its CBS TV Gershwin 
s|)ecial . . . Ilal Marientlial joins 
Paramount Television Productions as 
video la|)P services salesman . . . 
Ken Drake to On Film. Princeton. 
X. J., as animation antl aerial image 
director . . . Ben Kranz named v.\). 
senior producer and Harold Ber- 
iiartl editorial su|)ervisor of Robert 
Lawrence jiroductions . . . Ihirt>I(l 
Klein a|)[)ointed executive director of 
the Film Producers Association of 
Xew York. 

PEOPLE OX THE .^lOVE: Brnce 
Cttllier appointed southwest division 
manager and B. Cran.-jliaw Btinncr 
named Atlanta account executive for 
I AA. 



PUBLIC SERVICE 



WIL, Si. Louis, kt-pt \\ fstern 
l'ni«)n Inu'S liinnming as il dis- 
paielied lionrly connnnniqiies lo 
the trade press, reporting: on tlie 
pr«)<;ress «»f ils f nn«l-raisinji mara- 
tlitin for the Boys CInIt of St. 
IvOnis. 

After 67 hours and eight niinules. 
the station's mikesters ealled it quits, 
dne to "trainiiatic lar\ iigitis.'' 
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'I'lic Hons (^lul) filiid \\a« cm iclicd 
\n oxer Sl-t.oOO. 

I'lililic s «' r \- i «• «' |)r()j;r:mi iiif; : 
Wni.-'r\'. I'luhidclpliin. the 
I of Pciin-ix Ixiiiiiii. plil to- 

•it'tlu'v a .-('I it's of |)ro<;i aiiis showiii-; 
how lrii\fisil\ ifswirrli and cxix'ii- 
iiK'iits are applifd lo riidiisli\ and na- 
lioiial defence. The sc'iit';;. Froitlier 
oj Kiiou'k'diie, preiiilcrcci 22 necciii- 
licr . . . WriX. New York Cil\ l)e<raii 
a weekK lialf lioiir <lo< iiiiieiitai'\ film 
series. The Coiniiioinrrallh of \a- 
lions, 8 JaniKir\. depiclinp the cvoln- 
tioii of llie Urili^h lanpire diiriiif; the 
pasl 500 \ear^ . . . WliCN'-TW 
IMiiladelpliia. l)<'<;aii ils second series 
of relijiioiis profrniriis for \()iin<; 
{•liildreii. Failh of Israel . . . W'MCX. 
\e\\ ^'ork Cil\. hroadrasl The Op- 
eriors. an expose of ''sliad}"' Inisiness 
(lealiiifis. 

I'lihlic service in aetion: K|{()>i- 
TV, San Fraiuisco. scliednled a se- 
ries of specialh prepared fdnied spols. 
lO's and 20V. of aeliial auto aeci- 
flents. as a safe dri\in<: adnioiiilion 
during liie liolida\ season . . . 
\VKM5. West llarlford. Com... also 
ill the interest of safe drixing. aired 
announcements iin itin<: motorists to 
stop at The Circle Shoppe. a local cof- 
fee shop, for a free, and soherini;. enp 
of coffee, \e\v d ear's Kve . . . K.NOK- 
TV. Monroe. La., is leuding assist- 
ance. In imitation, to the State De- 
partment in a project reiinested liv 
the Indian government. The .<lation 
is siippKing the Indian Fdneational 
tv stations, and film service*, with a 
f-oniplete docnmenlation of the recent 
visit there 1)\ Indian statesman. G. 
Kajagopalan . . . W'TOI'. Washing- 
ton. D. C. a CRS adiliate. in an edi- 
torial, praised \HC T\' for the "dis- 
tinct puhlic service" it performed with 
ils Sil-iii documenting of mid Decem- 
her . . . WOOD-T\'. Grand Rapids, 
^licli.. ])uhlic affairs department, to- 
gether with City .Manager. Al Ryp- 
stra. put together a film showing the 
city's progress during the past \ear. 

I'lildie .ser\iee ideas at \M)rk: 

• WTCN Radio. Miiineapolis-Sl. 
I'aul. made it jjossihle for an area 
listener to win the prize of a month's 
rent, or house payment, during llie 
station's animal puhlic ser\ ice en- 
deavor to rid the city, safeh. of dis- 
carded Christmas tree-;. The contest 



idea: li^te^er^ were a^ked to bring a 
tree to a dc>ignate<l lot where it wa- 
regi-tered for tin" prize draw iiig. The 
hnrning of the tree*, which took placr 
after the prize drawing. wa« >iipei- 
\ise<l 1)\ the local fire deparlment-. 
Pwo a<lditional prize- of radio- were 
also gi\en awa\. 

I'lihlie service prdgrani iiig aiiiii- 
versiirv: KDKA. I'itt.-hiirgli. oh- 
>er\ ing lOtli anni\ <'rs;ir\ of it> re- 
ligious programing l)r<)adca>ts. 



TRADE DATES 



K'l'KS re.-'miies il.* |)<)>l-lioli(l:i\ 
'ri5«S:S Seminars and iSewsiiiaker 
Liinelieon.s in iNew \'«irk (]ily with 
two nationally known radio and 
t\ ixTsoiialitie.s as featured speak- 
er!*. 

Leading olT the renewed sessions is 
Arthur (Mxlfrey who will prc>ent the 
.-how husincss view point of the broad- 
casting media on 10 Janiiar\. in the 
Hawaiian Room at the Hotel Lexing- 
ton. 

Kdward R. Murrow will express 
his thinking al the first Newsmaker 
Luncheon. 12 Januarx. in the Grand 
Hallrooiii of the Hotel Roose\elt. 

Other RTKS dates: 

17 Januarx. T1>\S Seminar, Hotel 
Lexington. Suhject : Sponsors ran 
make ihings happen. 

18 Januarx. Prcxluction WorksliO]), 
Hotel Roosevelt. Subject: Column- 
iii'tY Aiilrniias. 

21 January. TH&S Seminar. Hotel 
Lexington. Suhject: Loeal pro^rajiis 
via sYnclicalioii. 

2.5 Jamiarx. Hound Table. Hotel 
Roosexelt. Subject: Hoic good is for- 
eigii IV? 

31 January. TR^.S ."^cniinar. Hotel 
Lexington. Subject: Loral radio in 
llie YjO's. 

Other trade dates: 

13 Januarx. New ^ ork Chapter of 
the Acadenix of Television \rts and 
Sciences annual ""close-up" dinner. 

31 January. \ew ^'ork Chapter. 
American Wcniien in Radio and T(de- 
\ i-ion theatre partx al Caiiielol. 

'J-lO-ll Februarx. Mutual \dxer- 
lising Agencx Network .Meeting. San 
Francisco. 

26 Februarx. New York Chapter. 
Rroadcast Pioneers. Dinner. ^ 



you can't cover 

ATLANTA 

xvithoui 

WADK 

America's 
Most Powerful 
24 HOUR 

Negro Station 

SALES RESULTS THRU 
POWERFUL PERSONALITY 
PROGRAMMING 

featuring a concentration of dy- 
namic hometown personalities with 
81 years of combined proven air- 
selling experience! 

WADK 

ATLANTA 

For Delails And Avails Contacf 
Daren F. McGavren Co. or Stan 
Raymond— WAOK— Atlanta. Ga. 



A client deserves the finest 
in any business. At WSLS- 



TV in Roanoke a client 



gets the best. ..a selling 
fob! U8.000 TV sets 



to prove it! Not enough 
room in this ad for 
details. Call Avery - 
Knodel, Inc., 




WSLS - TV ROANOKE. VIRGINIA 
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RADIO 
BASICS 

AM St FM 



You'll find comprehensive 
data on in and out of home 
listening, SPOT and network 
trends, set production, sea- 
sonal changes, hour by hour 
patterns and the unique and 
growing auto audience. 

It should be on every desk 
of every one in your shop 
who is in any way involved 
in the purchase of radio 
time. They're so reason- 
ably priced you just can't 
afford to be without them. 



ORDER 
YOUR 
REPRINTS 



NOW 




FILL COUPON 
WE'LL BILL YOU LATER 

Price Schedule 

1 to 10 40 cents each 

10 to 50 30 cents each 

50 to 100 25 cents each 

100 lo 500 20 cents each 

500 or more 15 cents each 



'"sponsor reader service • RADIO BASICS 



40 E. 49th Street, N.Y. 17, N.Y. 



NAME... . 

FIRM 

ADDRESS 



...QUANTITY.. 



64. 





Sfanlcy Rculman UeftJ was elected a \ ice 
|3rcsitleiit. and Daniel Dcncnholz (below 
right) coniiJaii) secietar), for the Kat/. 
Agency, at the company's annual meeting 
of stockholders and directors;, last week, 
lleulnian, who 1? manager of Katz's San 
Francisco office, has responsibility for llic 
agency's West Coast o|}erations. Deiicnholz 
is a \.\t. and director of research and pro- 
motion, lleulman, who has been with the Katz organization for sonic 
22 )earb — seven of these in Chicago, sexeii in L.A.. and eight in the 
San Franeisro oflice- began his advertising career with the Ankruni 
A(bertising Co., in Chicago, with the as- 
signment of securing new business. He 
later resigned from that company to accept 
a position -with the sales slafT of the Chi- 
cago Herald & Examiner, where lie spent 
three years. From there he joined Katz. 
l^enenholz, a pioneer in the research and 
promotimi acti\itie.s of the Katz Agenc). 
joined that company in He was clect- 

etl a V.]). ill charge of researcli-])roiiiolioii 
three years ago. Deiieiiholz is a member of the Radio & Television 
Uescarch Council, the liadio &. Television E.\eculi\es Societv. and T\ B. 

Fred von Stade has been appointed gen- 
eral manager of Tafl llroadca?liiig's Le.\- 
ingloii, K\., television slalion, \\ KYT. He 
filb the top post left vacant h\ Robert 
Weigaiid who was named general manager 
of Taft's Iv jiroperly in Columbus. Ohio. 
\\'T\N.TV. Von Stade comes lo Lexing- 
ton from the Colnmlm? station, where he 
had been national sales manager for the 
pa;-l \ear. Me hct ame affiliated with that station in 11*56. \ on Stade's | 
background in the t\ industry rinis the gamut frcnii floor man and 
various prodnctioii-directioii capacities to over-all aiitlioritv in sales. 

Frank Kemp has been elected to the board 
of directors, and made a senior vice- 
president, at Comptoii Advertising. His 
election, along v\ith five others to similar 
posts la*l ucek, increase.", the size of Coni|)- 
ton's board frcmi i 1 lo 17 members. Keni]). 
who heads up Com|)ti)ii's media department, 
first joined the agencv in I9.'W and served 
in various positions in the media depart- 
ment before bis a|)|)c)iiilinent to the lop |)o*l in l'J.')6. He lia> been 
iiislrnmeiilal in establishing improxed procedures in media research 
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frank talk to buyers oj 
air media jacUities 



The seller's viewpoint 



// (locsii I Idler expensive midlysis to apprecidte the jre<iurnl eritieisni. jroin 
piililir and irftdc thai all radio stations today sound pretty innch alil:e. 
contends Artlnir I). Sakelsun. sales nianag,er. ll'FMQ-FM. (Jiica^o. \ol only 
is most radio programing similar, he says, hnt most stations hare an eqnol or 
tiear-eqnnl iiiiinher oj rating points. Xut content with the use oj ginimicLs. 
contents, giieaivays — iihich he jecls many broadcasters mistahenly deem 
''creative^ — Sahelson calls jor a reappraisal oj the medmm. one n'lilcli n ill 
bring advertiser and station closer in their efjarts ton ard ereatire programing. 




Don't kid yourselves about being creative! 



^^adio l)r();lclcil^ters are constantly iiiuler a barrage of 
iiKjuirw crilici.-m. ;iiid suggej-tioii:; from the piiblir, a(l\er- 
tisers, and their ageneies. Some (if thi> eoncerns the crea- 
tion of new idea* in radio broadea.-t. "W^hat ' they ask, 
"are yon doing in new and ereati\e programing? Why (hi 
you all ?i)uiid so mueli alike?" This prodding is often well- 
founded, and when made known to the higher eehelons of 
station management, produces some eurioiis results. First, 
in many instances, we find we do sound alike. ]\loreo\Tr. 
often to our dislike, we find we ha\-e an e(|ual. or nearly 
equal number of rating points. To answer this eritieisni 
and at the same time increase our ratings, something less 
than genius overtakes us. Ginnnieks, contests, giveaways! 
\nything at all. Then we point to our new eost-pcr-LOOO 
or rite the station's new sound or d.j.'.- or combination o{ 
same as an indication that the station is rrealive. Cn^ation. 
ball! You know it and 1 know it. Vi'e hardly e\er bother 
to create anything new. The broadcaster, in many in- 
stances, has gone awry. 

The same situation: another broadcaster and another 
look. He puts together an idea, lie uses a specific lime 
period for a specific program. He uses a known and re- 
spected local personality or talent to entertain lii> audi- 
ence. In short, be tastefully designs a total \ehicle that is 
local in color, responsible in meaning, and i> of immediate 
interest or value to his audience. Mas. be is answering 
,his prospective client's "w hat's new?' ."sponsorship of pro- 
grams of this kind would be custom-made and available to 
the \ast and growing number of local and national a(l\er- 
tisers who want and must ha\e more than mere exposure — 
who must Iia\e the pnlilic'> goodwill and .warm regard. 

'i'he arguments to such a crcati\e mixture are age old. 
We hear it -ihoiited (and wlii-ipered ) from the highest low- 
ers along ^licliigan \\cnnc. "What i.- the cosl-per-I.OOl*?" 
Now I ask \ou. the l)ii\t'r> of this industr\. how can nou be 
seeking new ideas from broadcasters? If \ on must ha\e a 



low (T'\l before jou bu\, wh\ bother with new ideas? 
Merely bn\ nimibers. Indeed, bow many advertisers know 
if the time the\ purchase or the programs tlicy bii) will 
sell their products well, until they lr\? Aside from the 
wealher-news--porls programs, many excellent radio pro- 
grams exist today, on a loenlly sponsored basis, that lia\e 
extremely high CI'M's, but the audience is pleased with the 
program and the ad\ertiser is pleaseil with the residls. 
This is due in large measure to the fact that these adver- 
tisers know they are building an audience and their cost- 
per-1.000 items nio\ed off the shelves is \er\ low. 

Slill. in demanding a lower and lower CP.M from the 
broadcaster, these highl\- iniaginali\e programs must fall. 
Such is the potential splendor and m\opia of the industry. 

To(la\ there is a greater expectation for ad\erlisers in 
radio broadcasting than e\er before. It is the potential 
that a(l\ertisers must cnlti\ate. There is more local talent 
a\ailalile today than there has been in many years. Talent 
in the form of local newspaper columnists, financial edi- 
tors, sports personalities and reporters, local new^ com- 
mentators. stor\ tellers, baby doctors, almost anvbod\. The 
facilities for broadcasting are highly developed. The radio 
set figures defy comparison with anv other medium. In 
most markets throughout the world the broadcasters stand 
ready and willing to program specific shows for alert audi- 
ences by distinguished a(l\crti~ers. And is not this di~- 
linrtioii the basis of creati\e ad\crtising? 

And yet. perhaps the fault lies with these men, these 
broadcasters, t'erhaps they are onh standing read\ when 
inrleed they should be. as Jack Kenncdv would sa\. nio\ - 
iiig forward. 

Vo\ if creation is to succeed, nnicli like the Garden of 
I'den then, it must take two. Form an idea. Concci\e a 
program. Tailor it to \onr advertisers needs llie alter- 
iKiti\e is \\aste. And in ad\'erti<ing lixhn im one can 
afford waste. ^ 
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Aftermath of the SAG-AFTRA negotiations 

'Hie irceiilly (•(iiii])lclf'(l nej^oliatious on perfovuier:;' {cc,< 
willi the industry's hvo leading lalenl nnions. SAC and 
AFTKA, have left n trail of nnicli hilterness and nnliappincss. 

On the surface, it seems as if tv spot had been sold down 
the ri\er. Increases in most s])ol fees are far greater than 
those for network, and iiiauy helieve thai these new high talent 
costs will >erionsly alTect spot re\'(Mnies. 

TIuMe is also a eoiisidcralde anuuint of criticism to tiic 
effect that station and spot interests were not ade(piately rep- 
resented at tiie conference tahle. 

Hut beyond these immediate, pressing matters, there is a 
growing feeling among adxertising men that there is some- 
thing radically wrong uith the entire structure of talent iniion 
negotiations. 

They point out that a system in which actual buyers of 
talent (advertisers and or agencies) never deal directly on 
wages widi the imions is absurd, even though the legal rea- 
sons for th<' praetic<' are formitlablo. 

It is a fearfully complex subject: so coin]dex in fact that it 
has been said that fewer than 20 advertisers and agencymen 
in America really understand its ramifications. 

Hut, for the good of the industry, it is a matter that de- 
s(MA<'s airing. In forllicoming issues st'OXSOi; will ontliue 
ceitaiii aspects of the problem and some solutions that Uiivc 
been sngg(?ste(l. 

Fred A. Knorr 

The sudden and tragic dc^ith of Fred A. Kiiorr in Fort 
Laiideidale last week removed from broadcasting, and par- 
ticularl) from radio, one of its most \ilal forces. 

Fred, as president and principal stockholder of Knorr 
Hroadca^ting. Jackson IJioadcastiug. and Southern Michigan 
Hroadca-ting. ojtcratcd W'KMII. l)(>arl)oru-Detroit : WKMF. 
Flim: W'SAM. Saginaw: WKilM. Jacksmi: and WELL, Hat- 
lie Creek. 

lie was known llironghout the in(bistr\- both iar his broad- 
casting aciiicvemeiit> and fen his iuinmu'iable ci\ ic aclivilies. 
si'ONSon joins his ImiKbcds ol Irieuds in extending deepest 
sympathies to the Kiiorr family. ^ 
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lO-SECOND SPOTS 

New FronHers: Harry De Grasse, 
head cameraman on CHS's Angel se- 
ries, recalled recently in's silent movie 
(lays. His favorite tale is of the lime 
Rogers, attired in red flannels, 
rail out tlie front door of tiie White 
House, unhitched a delivery-wagon 
horse, and galloped u|) Pennsylvania 
A\e. "I just asked tlie butler if we 
could use the While House for our 
|iicture. The Texas Sieer. and he said. 
'Sure. Coolidge was I'resident. bul 
he was in South Dakota. Rogers hus- 
tled up the drive bundled in a blanket 

10 hide the long umlerwear. then he 
drojjped the blanket and went into 
action. We shot the scene, and that 
was that.'' Maybe lliose spoilsport 
Secret Service guys will let someone 
shoot a touch foothall film? 

Sign-on, Sign-off: The\ were view- 
ing rushes from an ejiisode of ABC's 
Xahcd City, when they came to a 
figlit scene. In the melee a chair was 
overturned, exjxising a big label 
which clearlv read: "ProperlY ol 
NUC-Tir 

Household hinf: h star Andy Crib 
full said that helping w itli the dishes 
and housework makes for a happier 
marriage. Ami, he added, it's too bad 
more irives don't do it. 

Mouths of babes: Primitive Africa 
sends a report of the first rock 'n roll 
(lance held in Ghana. Said a Ghana- 
ian Times editorial: "It is peculiar. 

11 is outlandish; it is \()lui)mous: it is 
weird withal. It is even against our 
culture. The masses like the unusu- 
ally .sensational, we admit. Rut we 
should he alert enough to stop tlie 
stray of the lend over our society." 

Wise guy: Comic Jackie Mason said 
oil a Garry I\Ioore t\er that the tele- 
\ isioii commercials don't apjib' to 
him. For instance, he })ointed to the 
~|)ol b)r i)e()|)le who drink coffee and 
can't sleej). "IFhen I sleep. " he said. 
"/ ran I drink coffee.' 

Coasfal culture: NHC's night man. 
lack i'aar. suggested the following as 
a definiiion of ilie lloII}woo(l \N'()iii- 
aii She's a gal w ho stnlTs all of hei- 
.■-elf that she can into toreador i)ants. 
and then what hangs out. .<lie 
bleaches. Oh. i.s Til AT uhat they 
mean br "bleached ends! 
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FIRST IN SHARE 

ARB repor/s KETV is first in Omaha in share of audience from 9 a.m. to 
midnight, Sunday through Saturday. KETV wins a 35.6 share . . . Sta- 
tion Z has a 33.3 share . . . Station Y has a 31.7 share of audience. 

FIRST IN MOVIES 

ARB repor/s KETV is first in Omaha in movies for the 13th consecutive 
rating period. Nighttime movies of KETV have over twice as many 
viewers as do movies on the runner-up station. 

FIRST IN PRIME TIME 

ARB repor/s KETV is first in Omaha in prime time from 6 p.m. to mid- 
night, Sunday through Saturday. KETV wins a 38.8 . . . Station Z has 
a 31.0 . . . Station Y has a 30.2. 

FIRST IN 8 OF 10 NETWORK SHOWS 

ARB repor/s KETV has 8 of the 10 top network shows in Omaha. Here's 



how the shows line up rating-wise: 

Gunsmoke 
Real McCoys 
The Untouchables 
My 3 Sons 
77 Sunset Strip 



42.5 

35.0 KETV 

34.2 KETV 

33.0 KETV 

32.0 KETV 



Lawrence Welk 
The Rebel 
The Lawman 
Wagon Train 
Maverick 



31.0 KETV 

31.0 KETV 

31.0 KETV 
31.0 

30.2 KETV 



Source: American Research Bureau, November, 1960. 



Ben H Cowdeiy, President 

Eugene 5. Thomas, V. P. and Gen. Mgr. 

CALL H-R NOW 




OMAHA WORLD-HERALD STATION 
ABC TELEVISION NETWORK 




What station is best described by the word, "FRIENDLY?" 

Pulse Special Survey. Washington 5 County Metro Area, May 31-June 15, 1960 
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WWDC-FIRST . . . and a runaway leader in the popularity poll for the 
friendliest radio voice in Washington, D.C. Which proves the effect 
of our often-aired slogan . . . "the station that keeps people in mind." 



WWDO 



Washington 



REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 
For full details on radio leadership, write WWDC or ask your Blair man for a copy of WWDC's ne»v Profile of Preference.' 

And in growing Jaclisonville, Fla.—it's WWDC-owned WMBR 



